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Appliance Sales 
Spark War-Scare 


Boom in Buying 


July Chain Store 
Sales Reflect Panic 
Buying by Consumers 


Cuicaco, Aug. 10—Heavy con- 
sumer purchases of “big ticket” 
appliances (refrigerators, ranges, 
freezers, washers and ironers), ra- 
dio and television sets, smaller 
slectrical appliances, auto tires, 
sheets, pillowcases, nylon goods 
and towels apparently are the ma- 
jor factors contributing to the 
urrent war-scare buying boom. 
Except for furniture, home fur- 
mishings, floor coverings and a few 
other types of merchandise, sales 
of items in the remaining commo- 
dity classifications have not in- 
reased nearly as much as have 
ales of appliances and the other 
items listed. 

These are the tentative con- 
clusions drawn from July figures 
ion chain store sales reported by 
a number of chains. 


es Sears, Roebuck & Co. reported 
that its sales during July, 1950, 
were $251,799,417, up more than 
54% above the $163,120,948 sales 
volume in July last year. 

While officials of the company 
declined comment, Sears has placed 
greater emphasis on “big ticket” 
appliance selling than many other 
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Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


and you prepere it in 25 seconds! 
Just add water and ice ~stir and serve 


ITS NEW—This is the first newspaper 
copy for the canned orange and lemon 
juices California Fruit Growers Exchange 
is producing under the Exchange label. 
Foote, Cone & Belding is the agency. 


stores reporting, and it is logical 
to credit appliance sales increases 
with contributing greatly to the 
over-all 54% gain. 

Spiegel Inc., Chicago mail order 
house, also reported an enormous 
increase from July a year ago to 
July this year. Sales were up 
47.89%, from $6,749,395 last July 
to $9,981,929 in July, 1950. 


a Western Auto Supply Co. re- 
ported an astounding increase of 
56% in July retail sales, as com- 
pared with sales in July, 1949. Re- 
tail sales in July, 1950, were $9,- 
950,000, as compared with a re- 
tail volume of $6,380,000 in July, 
(Continued on Page 52) 


. No Projections, No 
i Co-op Money Included 
= In Tabulation, It Says 


New York, Aug. 10—The Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., today 
issued a statement countering the 
Magazine Advertising Bureau’s 
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BofA Stoutly Refutes Magazine 
Ad Bureau Aitack on Its Figures 


contention that national advertis- 
ing in magazines holds the lead 
over newspapers. 

Expressing reluctance to engage 
in statistical controversies, the 
BofA, “to clear up three miscon- 
ceptions,” said that: 

1. The newspaper advertising 
figure is not based on projections. 

2. No part of the $445,015,000 in- 
vested in newspaper advertising 
in 1949 represented cooperative 
advertising. 

3. The BofA’s method of classify- 
ing national advertisers, while not 


2| perfect, “works fewer inequities” 


and has “the virtue of consistency 
—which MAB’s list of local and 
regional advertisers does not.” 


a The statement was issued as a 
reply to MAB’s “reluctant” attack 
(AA, Aug. 7) on the BofA’s report 
that national advertisers invested 
$445,015,000 in newspapers last 
year, a total said to be $4,000,000 
more than was invested by adver- 
tisers in all general and farm mag- 
azines together (AA, July 10). 
“The Bureau of Advertising’s 
national newspaper figure,” its 
statement said, “is based on actual 
measurement in newspapers com- 
prising 94.1% of total U. S. week- 
day circulation and 96.3% of total 
U. S. Sunday circulation. Or to put 
it another way, $426,000,000 of our 
published total of $445,015,000 rep- 
(Continued on Page 55) 


Columbia s 45s 
Bring Peace to 
Record Industry 


New York, Aug. 10—Record 
dealers here are looking forward 
to a “peaceful” selling season now 
that the battle of the speeds has 
been resolved with the entry of 
Columbia Records Inc. into the 
45 rpm field. 

This move—all major manufac- 
turers now will be offering all three 
speeds—is expected to stabilize 
the industry, which has been 
somewhat confused since Colum- 
bia touched off the record war 
with the introduction of long play- 
ing 3344s more than two years 
ago. RCA Victor later countered 
with 45s. 

Although Columbia’s announce- 
ment emphasized that two 45 rpm 
records will be released on a test 
basis, dealers and distributors take 
it as a matter of course that the 
company is in the new speed to 
stay. One Madison Ave. shop told 
AA that the first “45” albums to be 
made by Columbia may well be 
“Kiss Me Kate” and “South Pacif- 
ic’. “We can probably sell as many 
of these on 45s as we have on 
3344s,” the dealer added. 


# RCA Victor, which reports there 
are more than 1,500,900 turn- 
tables for 45s now on the market, 
is preparing an intensive cam- 
paign to push the new system this 
fall. Newspapers, magazines, ra- 
dio, TV and contests will be used 
to back this drive. It will be the 
biggest effort for 45s to date, ex- 
ceeding even last spring’s all-out 
promotion. 


(Continued on Page 6) 
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Advertisers Go Along as Score of 
Magazines Announce Rate Increases 


Radio Men Vote 
Independent BAB 
with $1,000,000 


Aim at Promotional 
Arm Excelling That 
of Any Other Medium 


WASHINGTON, Aug. 9—The board 
of directors of National Assn. of 
Broadcasters, meeting here Mon- 
day and yesterday, unanimously 
voted to separate the Broadcast 
Advertising Bureau, promotional 
and sales arm of NAB, from the 
association. 

The board voted to set up an 
independent corporation immedi- 
ately, to begin full operations by 
April 1, 1951, “geared to reach an 
annual operating budget of at least 
$1,000,000,” and to “excel in stat- 
ure, competence and program any 
similar sales promotion activity 
in any other medium.” 

An independent corporation with 
a paid president will be estab- 
lished to undertake “‘in its full pro- 
portions” the job of selling radio 
on national, regional and local 
levels, the board said, but it is not 
to handle television. (It may also 
emerge with a new name.) The 
new corporation will be set up in 
New York, with principal offices 
in New York City. 


= The organization should be sup- 
(Continued on Page 51) 


Last Minute News Flashes 


American Hospital Supply Gets Don Baxter 

CrucaGco, Aug. 11—American Hospital Supply Corp., Evanston, IIL, 
has acquired Don Baxter Inc., Glendale, Cal., pioneer in the packaged 
bulk intravenous solutions field. The company will be operated as a 
subsidiary. American, largest hospital supply house, within the past 
year has also acquired Institutional Industries Inc., Cincinnati, and 
Mealpack Corp., New York. Reincke, Meyer & Finn is the American 


Hospital Supply agency. 


Blatz Names Weintraub for Radio-TV 


MILWAUKEE, Aug. 11—Blatz Brewing Co. has appointed William H. 
Weintraub & Co. to handle an expanded schedule of radio-TV adver- 
tising. Kastor, Farrell, Chesley & Clifford, Blatz’ only agency until this 
appointment, will continue to service other media. The entire broad- 
cast schedule will be re-evaluated. “Roller Derby” (ABC-TV) was 
recently renewed, but “Duffy’s Tavern” (NBC-radio) is not expected 
to return for Blatz unless the advertiser gets a sizable reduction in 


talent costs. 


Lewyt Boosts Budget for ‘51 Campaign 

New York, Aug. 11—Lewyt Corp. will boost advertising expenditures 
50% to spend $1,500,000 for vacuum cleaner promotion next year. The 
national campaign will total approximately $700,000 for nine consumer 
magazines and nine business papers. Cooperative advertising will be 
used, with 50% going into newspapers, 25% for outdoor advertising, 
and 25% for television, radio and special promotions. Hicks & Greist 


handles the account. 


Firestone Schedules Magazines for Velva-Flo 

New York, Aug. 11—Firestone Tire & Rubber Co. is expected to 
break new advertising in October on its Velva-Flo Aerator faucet at- 
tachment, fair traded at 89¢, with pages and fractions in American 


Home, Better Homes & Gardens, 
Beautiful. Grey Advertising Agency has the account. 


Good Housekeeping, and House 


(Additional News Flashes on Page 55) 


Most Recognize That 
Increased Costs Must 
Be Met; Fight ‘Watering’ 


NEw York, Aug. 10—Announce- 
ment this week of rate increases 
by all the Curtis publications, and 
by American Home, McCall’s, 
Time, Today’s Woman, Woman’s 
Day and Woman’s Home Compan- 
ion—with several others pending 
—were greeted with mixed emo- 
tions by advertisers and agencies. 

Although there was much of the 
kind of talk which is inevitable 
when rates are increased, the com- 
ment of Harry Schachte, national 
advertising manager of the Borden 
Co. and chairman of the Assn. 
of National Advertisers’ mag- 
azine steering committee, was con- 
sidered significant because of its 
restrained tone. 

Publishers have been fair in 
telling advertisers what to expect, 
Mr. Schachte told ADVERTISING AGE, 
adding: 


a “Advertisers naturally are al- 
ways anxious to get larger audi- 
ences per dollar. But being in a 
competitive business ourselves, we 
know that publishers would not 
raise rates in the extremely com- 
petitive magazine field today un- 
less such increases were necessary. 
While we want the best dollar buy 
we can get for our advertising, we 
also want it to appear in healthy, 
vigorous publications.” 

A member of the ANA staff re- 
fused to comment on the rate situ- 
ation, .but reiterated the ANA’s 
off-repeated stand against in- 
creased rates based on “forced” 
circulation. 

Other advertisers contacted by 
AA, although admitting they had 
not had time to measure the con- 
sequences of the rate increases 
carefully, expressed concern over 
increasing rates and the suspicion 
that in some cases schedules might 
have to be curtailed. Most were 
sympathetic with the problem 
faced by publishers, whose rising 
mechanical and other costs have 
tended to destroy profit margins in 
recent months. 


w Typical of the considered reac- 
tions of many was that of George 
Beyer Jr., advertising manager of 
Cannon Mills, who told AA that 
his company has never curtailed 
magazine space due to rate in- 
creases, but that the present situa- 
tion would have to be carefully 
studied to make sure that Cannon 
got the most for its advertising dol- 
lars. 

“Naturally,” he said, “we don’t 
like to see rate increases coming 
along, but if publishers’ costs go 
up, the cost of the product we buy 
must go up. We will go along with 
justifiable increases, but we will 
resist paying for practices which 
water a magazine’s circulation.” 

Mr. Beyer explained that by 
“watering circulation” he was re- 
ferring to promotion and subscrip- 
tion practices which boost cir- 
culation figures, but do not neces- 
sarily increase the number of 

(Continued on Page 54) 
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Price Is Buyers 
First Interest 
at Trade Fair 


Cuicaco, Aug. 9—“The Ameri- 
can buyer is cautious, knows what 
he wants, and is interested mainly 
in price, with workmanship and 
quality being important, but sec- 
ondary.” 

This was the general opinion ex- 
pressed by foreign business men 
after viewing American buyers at 
the first two days of the First 
United States International Trade 
Fair, which opened here Monday. 

Arthur A. Foss, Canadian man- 
ager for Leather, Footwear & Al- 
lied Industries Export Corp. Ltd. 
of Great Britian, said that buyers 
he has met at the show are prim- 
arily interested in design and price. 
He pointed out that imported goods 
are still considered luxury items. 

Norman H, Barlow, also at the 


British leather exhibit, said that 
Americans are wary of buying on 
letters of credit, and prefer an 
open account. He reported that 
buyers sensibly compromised be- 
tween good price. and quality, 
While business is good, Mr. Bar- 
low has found that a selling job is 
necessary. 


w In regard to the “selling job,” 
J. M. Templeton, a representative 
of the British Board of Trade, ex- 
plained that in selling $800,000 
worth of goods the first two days, 
“British businesses are actually 
making calls and bringing pros- 
pects to the Trade Fair, which 
amounts to a display room for the 
manufacturers.” 

Buyer registration for the first 
two days of the fair totaled 5,477, 
and buyers from all over the coun- 
try are expected to attend before 
the exhibition closes on Aug. 20. 
Consumer goods are being shown 
at Navy Pier, while machinery and 
heavy goods are on display at the 
International Amphitheater. 

Helmann Schwichtenberg, 
owner of Schwichtenberg’s cloth- 


ing concern and representative of 
Berlin Clothing Branch, a trade 
organization of 21 West Berlin 
manufacturers, said that American 
buyers are interested mainly in 
style and price. “We’re here to 
make contacts and learn,” he ex- 
plained, and added that future 
plans would include getting an im- 
port broker to handle their goods 
in this country. 

“Buyers ask price, I tell them 
and they like it,” Mr. Schwichten- 
berg related. “Then I explain the 
added duty costs and they don’t 
buy.” He said that after “window 
shopping” along Michigan Ave., he 
believes German manufacturers 
could compete in quality and style 
if they could get within American 
price levels. 


w On the subject of price levels, 
Dr. L. W. Kriessman, of the Aust- 
rian Trade Commission, said: “We 
are going to have a meeting when 
we get back to Vienna in order to 
lower prices.” He attributed the 
high prices to the rate of exchange 
between Austrian shillings and 
American dollars. 


"Old Fudgely is sure a booster for the Des Moines 
Sunday Register with its all-lowa coverage 


Advertisers sure go for the Des 


Moines Sunday Register. 


And the reason is plain—it delivers! 


Yes, it delivers coverage of the 


whole lowa market of 244 


million people who every year spend 5 billion dollars. It 
makes the day Sunday for more than 500,000 families— 


completely dominates 86 of the 


99 counties with 50% to 


100% family coverage and not less than 25% in the others. 
Moreover, the Des Moines Sunday Register delivers re- 
sults! That’s why more and more advertisers have upped and 


upped linage until it is one of A 


merica’s first seven Sunday 


newspapers in general advertising linage. 
To do a two-fisted job in the lowa market—in coverage 


and response—get in the Des 
Milline rate only $1.57! 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Moines Sunday Register. 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


|” 
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PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


American buyer is interested most- 


Every type of product from Korean 


“Prices in metal goods and 
glassware are too high,” Dr. 
Kriessman explained, “and the 


ly in price.” It has been experi- 
ence, he said, that for the first few 
days most buyers were just look- 
ing, and he hopes they will start 
buying soon. 

“Americans are more interested 
in prices than workmanship,” 
agreed J. W. Holtzhauser, of Holtz- 
hauser Bros., Utrecht, Holland, 
manufacturer of brassware, pot- 
tery and furniture. In his opinion 
the big thing is that Americans 
aren’t sure that foreign goods will 
sell, and are buying sample ship- 
ments with the intent to re-order 
if all goes well. 


a He pointed out that Americans 
appreciate workmanship, and a 
good number are buying after a 
first look around. “A buyer is a 
buyer in any language,” Mr. 
Holtzhauser added, and said that 
he is “quite satisfied” with results 
so far. 

All exhibitors agreed that the 
Korean situation had not had any 
visible effect on buying, and buy- 
ers seemed cautious and sensible. 
More than 1,500 concerns from 47 
different nations, including the 
U. S., are showing their products 
at the fair, which is the first of its 
kind to be held in this country. 


pearls to German Volkswagens are 
on exhibition, and delivery in time 
for Christmas is being promised. 

Though it is still early to esti- 
mate sales figures, Rienhold 
Krause, director of the 220 Ger- 
man exhibitors, said: “American 
business men at the fair have al- 
ready indicated sufficient interest 
in German products to meet Ger- 
many’s estimate of $100,000,000 to 
the U. S. in 1950.” 


WCAA Conference Planned 
The Western Classified Adver- 
tising Assn. will hold its confer- 
ence for classified executives and 
staffs at Klamath Falls, Ore., Sept. 
4-6. The meeting will be attended 
by classified advertising people 
from 11 western states, British 
Columbia and Hawaii. W. H. Tot- 
ten, classified advertising manager, 
Klamatn Falls Herald-News, is the 
conference’s general chairman. 


Sylvania Promotes Ulm 


E. H. Ulm, formerly a sales en- 
gineer with the electronics divi- 
sion of Sylvania Electric Products, 
New York, has been promoted to 
the post of merchandising man- 
ager. 


Advertising Age, August 14, 


Schick's New Model 
‘20’ to Have Big 
Sendoff Next Month 


StTamrorp, Conn., Aug. 9—Neyi 
month Schick Inc. will introduce 
new model “20” electric shave 
with the largest concentrated aq 
vertising campaign in the com 
pany’s history. 

During a 96-day span Schick 
will have a total of 44 full-colo 
pages in national magazines ang 
Sunday newspaper supplements, 
Introductory ads will appear a; 
spreads, with follow-up insertions 
of full pages. 

Magazines scheduled through 
Kudner Agency for Schick jp. 
clude: Collier’s, Fortune, Life and 
The Saturday Evening Post, Ads 
for Sunday magazines will run ip 
the Chicago Tribune, New York 
Sunday News, and the Philadel. 
phia Inquirer. 


ws The new model, priced to re. 
tail at $24.50 including cord and 
case, is equipped with a rotary mo- 
tor and a new high velocity shear. 
ing head. The shaver and its 
electric cord are designed to fit in 
a “caddie case” adapted for travel- 
ing or for the bathroom. 

Commenting on Schick’s pro- 
motion plans for the introduction 
of the razor, Kenneth C. Gifford, 
president of the company, said: 

“This intensive advertising cam- 
paign, all in full-color pages, will 
make the most powerful impact 
the industry has yet made on the 
public. In the face of the vast 
strides that our industry has been 
making, with one out of every five} 
men who shave now using electric 
shavers, Schick is confident that 
the coming sales season will be 
far better than even our best prey- 
ious records.” 


and 


Two Form Lyford Lures 

Ted Lyford, former sales man- 
ager of Jim Harvey division 
of Local Industries, Lakeville, 
Conn., and Joseph Bates Jr, 
angling editor of Hunting & Fish- 
ing, have formed Lyford Lures, 
Canaan, Conn., to manufacture 
artificial fishing lures. 


Gael Douglass Joins Long 


Gael Douglass, formerly adver- 
tising manager and public relations 
director of Dunmire Associated Co., 
has joined the service department 
of Long Advertising Service, San 
Jose, Cal, 


Your advertising stars outdoors 


POOR ae ae ae 


mee = tee ne DEAR WIFE 


© out of 10 Screen Stars are Lux Gris! 


SHOWMANSHIP. Lux believes in 
showing the results of beauty care 
so people can see for themselves! 
And what better way to dramatize 
any product than on Outdoor 
panels? For Outdoor is big, color- 
ful... striking! Let GOA show 


1925 Silver Anniversary Year 1950 


your product off to best advan- 
tage! General Outdoor Advertis- 
ing Co., 515S. Loomis St., Chicago 
7, Illinois. 


; 2 ES :) 
; 
| PT 
_ 
| | | 
| 
| 
. az , aT 
| I! it </ ‘ fit Sd 
; — s/ -_ 
wi _ 
ae 8h ag / \ - - - to 
Hee ta ea H e | a ee 
| j | | pee Vg dG fe “4 7 a 
| \\ RS RL a ve 
| Wr ae fi? LY fx%, “Us i Q | 
te ie Zn 
| f EE lb AE CH 
Sis Eee 
ff eS SN Or 4 x pp LEY 
e | Ing ‘N “Ub, —— | 
|_——__—_— ez ; Po ee 
i =——— 
\ f 
, KS ay \ 208 | 
—_ — | 2 ex, ae 
ee Qe ) a | kb 
eS i ith ee ee) 
a heseeeemmemen = 
en le 2 
es “% 
a eT | 
_ NCO 
ee) \ 
Cr mn a ERR NARA RS A ET NR ERR eRe nt AE A tN ARAN 


vision 
eville, 
3 J. 

Fish- 
Lures, 
acture 


| Announcing 


The Colorado-Wyoming 


Diary Study 


A DRAMATIC ADVANCE IN RADIO AUDIENCE MEASUREMENT IN THE WEST 


In the interest of improved radio research, KOA, 
Denver, commissioned Research Services, Inc., the 
Mountain States leading research organization, to study 
the listening habits of the entire states of Colorado and 
Wyoming. The results represent a progressive step for- 
ward in audience measurement in the West. .. a scien- 
tific yardstick for intelligent radio buying in this vast 
and wealthy area. 

For the first time, the Colorado-Wyoming Diary Study 
provides advertisers with an abundance of documented 


data on all Colorado-Wyoming listening. How many 


Dae Ge oa eee cSt ewe my 


people listen to each program? What programs attract 
an audience best suited for your product? How is each 
program’s audience divided as to economic status, age, 
sex, location of listeners? These and dozens of other 
provocative questions are answered in the Colorado- 
Wyoming Dairy Study. 

Planning an advertising schedule in the West? You'll 
find the Colorado-Wyoming Dairy Study an indispens- 


able tool in helping you to select the right setting for 


your product. May we send you a copy? 


” a 
e] 
—Ne ¢ : 
luce | 
shave 
d ad. ; 
com ; 
Schic ‘ : 
-colo; 
S and 
ments, 
ar as 
rtions r 
rough | 
k in- 7 
fe and 
|. Ads 
run in . 
York 
ladel. ee : 
o aa : i 
d and | 
y mo- 
shear- 
id its 4 
fit in —_— 
ravel- eee , eg, 
wa a , Die ee “¢ Bs = , as ae . a ee er fans ae ' <P, ; = ; : 
pe FS eit eens ' . Z| = oF be oe oe G ee ; 
: cam- Bee, a a ; I a= a “4 ae be og et Mee ee ea ‘ 
Sy will “a ~ at. a : g - rr i oo ; Oe ae “ar ae » a j +e oh * t aye = “a | 
m act “ae - “7 ot an _ = alll tt Oe by ae . Ste. eS ee * ; Va“ ies oe 3 ~ N mai ce 3 
~ ae x eer ys i, nt es : 
mn NES ae = + oa | PMD ik 8 ya oo he Cor rg “s 3 - : * ~ aila 
» vast Poe te SS ee ee ere 
; been eth eRe P 
'y five}: = - 
lectric 
t that a 
ill be | 
prev- 
man- | 
| 
idver- 
ations 
2d Co., 
‘tment 
2, San 
| 
: ‘s A - 
rte ‘seo S oT SALES 
ricago N B . s P 
sented by | 
Repre 
f 
* be i 
sae TINE, ae a Me RMR eer eo ir ele gre ioe Ree eT Ee gy FC EN Lge i Lg Cee ae nat Bie ci eRe RUC a 


ae 
% 
os 


4 


Skyway Holds Price; 
Fights Hoarding by 
Luggage Dealers 


SEATTLE, Aug. 8—It’s getting so 
that it is a matter of news when a 
manufacturer announces no in- 
crease in prices. 

Last week, Skyway Luggage Co., 
one of the half-dozen largest 


manufacturers of luggage in the 
U. S., telegraphed 1,600 dealers 
that it was not increasing prices as 
long as present stocks of unfin- 
ished goods lasted. 

At the same time the company 
withdrew its canvas luggage for 
women from open sale and placed 
all merchandise on _ allocation. 
“We are not accepting future or- 
ders from our regular dealers,” 
Henry L. Kotkins, president, said. 


IRVING WOOLF & CO. 


SELL MORE WITH Phofo Gelatin PRINTING 
ONE TO FULL COLOR e ECONOMICAL, BEAUTIFUL 


CHICAGO: 35 §. DEARBORN ST 
LOS ANGELES: 6763 LEXINGTON AVE 
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“We will not accept immediate 
orders beyond the regular needs of 
our regular dealers. We will not 
accept new dealers.” 


Lunke Agency Moves; Adds 4 


James R. Lunke & Associates, 
Oakland, Cal., agency, has moved 
to 1549 Alice St. New staff mem- 
bers include John R. Gillingham, 
client-public relations and sales 
promotion director; Stanton Mor- 
ris, art director; Dee Dancy, copy 
chief, and Betty Herrick, produc- 
tion expediter. 


Buchanan Names Fred Jones 
Fred R. Jones has been appoint- 
ed creative director in the San 
Francisco office of Buchanan & 
Co. He formerly was with Abbott 
Kimball Co. and Ruthrauff & Ryan. 


Retail Sales Film Pays Off For Cole 
of California, Hollywood Adclub Told 


HoLtywoop, Aug. 10—Holly- 
wood Adclub members got an eye- 
ful of pulchritude and an earful of 
pungent facts this week from Fred 
Cole, president, Cole of California, 
who told them how his company’s 
color film, “Behind the Seams,” 
had proved outstandingly success- 
ful in training retail sales person- 
nel, with consequent sales increas- 
es. The film recently won a “Lulu” 
in the Los Angeles Advertising 
Women’s Frances Holmes Award 
competition. 

Starting with scenes in the Cole 
factory, in which details of mat- 
erial quality and workmanship, 
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REGIONAL TRADE BAROMETERS FO 
: “(1935-4939 = 100) 
-%, Change from~ 
REaon: Dec. ec. Nov. REGION: 
1449 1948 1949 ; 
United States .......... 272.1 — 40 — 19 15. lowa and Nebraska 
3. New England . .......+0+: 213.8 — 30 — 0.0 26. 94, RQ a ckeeb pen 
2. New York City............ 211.5 — 29 — 7.2 17. Kansas City..,... 4 
3. Albany, Utica, and Syracuse 275.8 — 4.3 + 1.3 18. Maryland and Vir; 
4. Buffalo and Rochesicr...... 267.7 — 4.9 — 0.4 19. North and South CG 
5. Northern New Jersey..... 218.5 — 4.0 — 00 20. Atlanta and Birmis 
6. Philadelphia ............. 253-7 ~ 2.6 — 5.4 2s, Flovida ...secees 
. Pittsburgh ...... 240.2 — 64 + 2.6 22. Memphis ....... 
Fi err P| — 75 — 0.3 23. New Orieans..... 
9. Cincinnati and Columius.. 287.6 — 3.0 + 3.0 26... Fae .<venieren 
10. Indianapolis and Low »wwille. 300.3 — $.4 — 2.4 25. Wenver 6 ogeiced 
SAD tis osegewe ce havens 247.6 — 73 — 44 a. Sult Lake Cry. 
SED che. 0.0 5:04 Ved c Ro «4 0f BIBG — 7.4 — 3.9 27 Portland and Seat 
13. Milwaukee ....  ......... 288.8 — 6.7 — 5.1¢ 28 San Prancime. ... 
14. Minneapolis and St. Paul.. 288.0 — 41.2 — 13 ag. Los Angeles.... 
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* «ZF HERE was a rise of 3.9 per 


cent in consumer spending in January, 
according to the seasonally adjusted 
Dun’s Review Regional Trade Barom- 
eter. The January index of 282.8 (pre- 
liminary) was 0.5 per cent below the 
284.2 of a year ago. The’ barometer, 
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Region (12) 
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based on the 1935-1939 average, is also a 


adjusted for the number of business 


days in each month. 


- The final barometer for December of 
272.1 reflected a slight decrease, after 
seasonal adjustment, in the volume of 
consumer spending during that month.} 


Over 50 


lation reaches 


- The new level was 1.7 per cent below saling. 
the 276.8 of November and 4.0 per cent 


__ below a year ago. 


‘The barometers for all but three of 


the 29 regions were below their corre- 
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and executives in manu- 
facturing concerns. . . . 
Over 30 per centin 
distribution and whole- 


furnishings shows in several major 
cities were well attended and offerings 
the nation’s 


; ere esti- 
é nt full 
Desident 1950. 
ARE PEOPLE ws 
ere 
bly 
The most overlooked fact about presi- 
dents is that they are people. People who 
make sound decisions faster and more he 
often, become top executives and presi- X- 
dents. As presidents people do not stop ry 
making decisions. to- . 
9,- 
Instead their decisions affect whole com- ¢ 
panies. Decisions on consumer spending st 
gears production to the national economy. 84°: 
- + + Decisions on cost of raw materials 3t¢ 
makes inventories the difference between he 
profit and loss. . . . Decisions on busi- 2 
ness activity determines purchase of new °° 
machinery. sic! 
Success in meeting these challenges is "2 
the measure of their ability. This is the o 
reason final decisions always remain at the 
top. It is the reason executive advertising 
is so important. . 
No other management magazine devotes ate 


itself so thoroughly to facts and studies of Bs... 
business and economic conditions on which 


5-57 


executive decisions must be based. Nor 
does any other magazine offer so concen- 
trated an audience of presidents and other 


titled officers who make final decisions. be 


Presidents 
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fit and style, are stressed, the 
film moves to poolside where mod. 
els show the various swim suits 
in typical fashion show style. 

Cole said the film had sold mer. 
chandise in three ways. Being 
presented as an opening shot in a 
store promotion, buyers had to in- 
crease stocks to follow through on 
the promotion, Store personnel, for 
whom the picture was designed, be. 
came enthusiastic about the line 
The film showed the whole of the 
Cole line, and often buyers saw 
suits they liked that the store dig 
not have in stock. 


s Prompting the film was, said 
Cole, the old bugaboo of the last 
two feet at the point of sale. All 
the promotion and advertising in 
the world cannot overcome a lack 
of knowledge among the sales 
people who are responsible for 
ringing the cash register, he said, 

“Behind the Seams” replaced 
sales clinics of previous years, 
The clinics were expensive be- 
cause they required the time of 
top executives, and considerable 
traveling, and consequently they 
were confined to major cities. The 
film accomplished the same job 
and made it possible to reach re- 
tailers in every part of the coun- 
try, Mr. Cole said. 

To date, cost per thousand view- 
ers is $300. When it is fully played 
off, cost will be in the neighbor- 
hood of $150 per thousand, Mr, 
Cole reported. This is not con- 
sidered prohibitive because Cole 
is reaching directly those who are 
ultimately responsible for the sale 
of its merchandise. Sales results 
are deemed very satisfactory: sales 
of merchandise this year are up 
29% over last year. 

Cole admitted that possibly his 
company is fortunate that the 
“live” packaging of his merchan- 
dise in the film provided some ad- 
vantage over more prosaic prod- 
ucts. He proved the point to the 
satisfaction of all present by pre- 
senting a brief live style show in 
which models used in the film par- 
ticipated. 


Electrical, Food Show Set 

A Combined Electrical Exposi- 
tion & Food Show will be held in 
the Pan-Pacific Auditorium, Los 
Angeles, Oct. 20-29. Outdoor post- 
ers, car cards, radio, television and 
direct mail will be used in south- 
ern California to promote the 
show. Edgar Bergen will put on 
two shows daily during the expo- 
sition. Ted H. Factor Agency, Los 
Angeles, handles the advertising 
for Show Management, promoter 
of the show. 


Agency Changes Name 

King Harrington Advertising, 
San Francisco, has changed its 
name to Harrington & Rippey, Ad- 
vertising. Boyd Rippey, formerly 
with the sales staff of Station 
KFRC, San Francisco, has become 
a partner in the agency. 


Ontario Advertises in U. S. 

Ontario Department of Travel 
and Publicity will use radio spots 
on a selected list of U. S. stations 
to offset the ternporary slump of 
tourist business in Ontario. McKim 
Advertising, Toronto, is the agen- 
cy. 
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SUNSET—a Pacific Coast regional magazine —leads all major* national 
magazines in advertising gains. Sunset’s advertising leadership is the result 
of its service to readers. Every month, a half million families in the finest 
Western homes turn to Sunset first— because it is the one and only authentic 
guide to Western living. By the same token, these families look on Sunset 

as their most reliable guide to purchasing of goods and services that 


make Western living complete. 
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Any way you look at it, SUNSET IS NO. 1 


(ADVERTISING GAINS, FIRST 6 MONTHS OF 1950 COMPARED WITH FIRST 6 MONTHS OF 1949) 


IN AVERAGE NUMBER OF LINES 


IN AVERAGE NUMBER OF PAGES IN PERCENTAGE GAIN IN TOTAL 
GAINED PER ISSUE ADVERTISING PAGES (for 6 months period) 


GAINED PER ISSUE 


= 


1 SUNSET 4822 1 SUNSET 10.02 1 SUNSET 14.6% 
2 Better Homes & Gdns. 4555 2 Better Homes & Gdns. 7.20 2 Look 13.3% 
3 Look 3981 3 Look 6.52 3 New Yorker ~ 7.8% 
4 Motor Boating 3239 4 Motor Boating 5.53 4 Motor Boating 5.8% 
5 New Yorker 2006 5 New Yorker 4.68 5 Better Homes & Gdns. 5.0% 
6 Life 1709 6 Business Week 2.69 6 Business Week 3.7% 
7 Business Week 1133 7 Life 2.52 7 Life 3.6% 
8 Yachting 603 8 Yachting 1.03 8 U.S. News 3.4% 
9 Good Housekeeping 424 9 Good Housekeeping 1.02 9 Yachting 1.1% 
10 Woman's Home Comp. 416 10 U.S. News 0.75 10 Woman's Home Comp. 0.8% 
11 U. S. News 314 11 Woman's Home Comp. 0.63 11 Good Housekeeping 0.7% 
12 House & Garden 148 12 House & Garden 0.23 12 House & Garden 0.3% 
All magazines which carried 200,000 lines or more 3 Only those magazines which carried more advertising in the 


of advertising in the first six months of 1950. Source: Advertising Age first half of 1950 than the first half of 1949 are listed above. 


SUNSET MAGAZINE IS OWNED AND PUBLISHED BY 


LANE PUBLISHING CO. 


576 SACRAMENTO STREET © SAN FRANCISCO 11, CALIFORNIA 
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To Russell, Harris & Wood 


Russell, Harris & Wood, San 
Francisco, has been named to di- 
rect the advertising of Sunnyvale 
Packing Co., Sunnyvale, Cal., 
packer of Rancho soups. The ac- 
count formerly was handled by 
Long Advertising Service, Sanh 
Jose. 


Army Names West-Marquis 


West-Marquis, San Francisco, 
has been appointed to direct the 
advertising of the Sixth Army 
Area for the fiscal year ending 
June 30, 1951. The budget has been 
set at $47,500. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 
THE ARTKRAFT® SIGN CO. 
Division of 


Soe Seen ores 
900 Kibby $1, Lima, USA 
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Columbia's 45s 
Bring Peace to 
Record Industry 


(Continued from Page 1) 

RCA reports that sales of its 45s 
already far outdistance those of 
conventional 78s and 334% LPs. 

Most disc dealers checked by AA 
said business this year is better 
than last. Principal worry of the 
class shops still is price cutting. 
Fringe dealers began selling long 
playing records at bargain rates 
a year ago. Leading retailers com- 
plained, but apparently no action 
was taken to halt the practice, 
which has now become more or 
less accepted for 334s, according 
to one distributor. 


Sales trends indicate that the 
new speeds are rapidly taking 
the bulk of the market away from 
the old-style 78s. Pace setters in 
most stores are 3344s—-still ahead 
in the majority of shops contacted 
—and 45s. One Broadway dealer 
reported that conventional records 
are still his best selling speed. 

Since virtually all of today’s 
phonograph consoles are equipped 
with three-speed players, the ques- 
tion of whether or not a potential 
customer has something to play 
the various types of records on is 
no longer such a pressing one. In 
addition, of course, player attach- 
ments for both new speeds are be- 
ing manufactured by several com- 
panies. 

Meanwhile, there are indica- 
tions of other pending innovations 
in the record industry. Zenith Ra- 
dio Corp.’s new record players are 
designed to play speeds from 10 
rpm to 85 rpm. In New York, Wag- 


ner-Nichols Co. this fall will in- 
troduce a 14 rpm speed. These 
super long playing record al- 
bums, one of which will feature 
18 hours of reading from the Bible, 
will be called Talking Books. 


Gipps Beer Ups Schedule 


Gipps Brewing Corp., Peoria, 
Ill., increased its newspaper adver- 
tising schedule 22% Aug. 11 as the 
second stage of the “Jackson Plan,” 
formulated by Robert E. Jackson, 
vice-president, Kaufman & Asso- 
ciates, Chicago, Gipp’s agency. The 
plan for regional breweries calls 
for more advertising at this time 
of the year when most beer sched- 
ules are curtailed, according to 
Mr. Jackson. 


Hite Joins ‘Holiday’ 


Garth Hite, formerly in the re- 
tail advertising department of the 
San Francisco Call-Bulletin, has 
joined the San Francisco sales staff 
of Holiday, effective Aug. 21. 
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does it again! 


The Oregonian’s Meitias (oust 


When Luther’s Stop & Shop super market re- 
opened after enlargement, 75% of their pro- 


motion budget went into Hostess House—. 


favorite newspaper section of Oregon women. 
WHAM! Cash registers played sweetly to 
the tune of $1,000 per hour during the two- 


day event...business doubled and stayed 


doubled ...28,000 customers from all over 


Oregon came in and bought! You, like 
Luther’s, will sell Oregon women best by 
telling ’em best...through Hostess House 
...in Portland and Oregon’s largest news- 
paper, with 219,442 daily and 276,810 
Sunday... THE OREGONIAN! 
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: PORTLAND, OREGON © 
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IN ONE OF THE NATION'S FASTEST-GROWING SALES AREAS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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French Anti-Coke 
Bill Won't Stop 


Sales for Present 


New York, Aug. 8—Passage of 
an anti-Coca-Cola bill by the 
French Assembly last week is not 
expected to curtail the sale of 
Coca-Cola in France, for the time 
being at least, AA was told by the 
Coca-Cola Co. here. 

Administration of the bill wij 
be in the hands of the minister of 
health, Pierre Schneiter, who 
spoke in opposition to the bill be. 
fore it was passed. He will have ty 
set up administrative machinery 
to enforce the bill. In addition, his 
actions can be limited by recourse 
to the courts. 

Whether legal action will be 
taken by the Coca-Cola Co. in the 
French courts could not be learned, 
AA was told that no official state. 
ment or action by the company js 
contemplated at the moment, and 
that Coca-Cola advertising and 
sales in France will be continued 
without change unless the minister 
of health acts to prohibit them. If 
such action should be taken against 
Coca-Cola, it is assumed that the 
company will take appropriate 
measures to safeguard its interests, 
AA was told. 


ws The strange legislation was 
passed Aug. 5 by the National As- 
sembly, despite the government's 
opposition and the fact that it had 
previously been defeated in the 
Council of the Republic, advisory 
upper house of the French parlia- 
ment. 

Forcing passage of the measure, 
which authorizes the government 
to ban the use of certain vegetable 
products in the manufacture o 
non-alcoholic beverages for rea- 
sons of health, was a combination 
of Communists and wine interests, 

The bill is so worded as to b 
aimed directly at Coca-Cola, sales 
of which have become an impor- 
tant factor in France. The bill’ 
implications with regard to other 
foods and non-food items have no 
been lost on American and other 
manufacturers. 


Announces New Rate Card 

Pacific Builder & Engineer, Se- 
attle, has issued a new rate card 
which becomes effective Jan. |, 
1951.-On contracts of record prior 
to Dec. 31, 1950, current rates will 
apply until the end of the contract 
or June 1. The increase involve 
all units, and rates are based on 
total space used during one year. 
If 24 pages or more are used, the 
new rate is $145 per page, as com- 
pared to the old rate of $132. The 
cost of 12 pages has been raised 
from $137 per page to $151. 


Richmond Appoints Reichert 

Edwin Reichert has been ap 
pointed advertising manager @ 
Richmond Radiator Co., New York, 
an affiliate of Reynolds Metals Co. 
Prior to joining Richmond, Mr 
Reichert was assistant advertising 
manager of Riegel Paper Corp. and 
Riegel Textile Corp. 


NBC Appoints Munson 

Brig. Gen. Edward Lyman Mur 
son (retired) has been named di 
rector of the film division of Na 
tional Broadcasting Co., New York 
He was formerly in charge of pro 
duction in Great Britain for 20th 
Century-Fox. 
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> SIMPLIFIED C.0.D. SYSTEM 
( FORMS THAT SAVE TIME, 
‘ LABOR AND MONEY 
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* 
Now Used by Leading Operations 
from Coast-to-Coast. } 


-* 
Write, Wire or ‘Phone for Samples 
and Full Details. 
SIMPLIFORM BUSINESS SYSTEMS CO. 
2035 Washingten Ave., $1. Lovis 3, Me. 
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ART BUYERS...have you received Nine Illustrators 
as 


portfolio number four? 


This is the fourth of a series of portfolios which show examples, 


P cliffe eitel 
‘ many never before reproduced, of the work of the nine free 
3 lance illustrators whose names appear on this page. Copies 
. have been sent to the art directors of national magazines, 
agencies, advertisers, and other art buyers on our list. A few 
; copies remain. If you buy illustrations of top quality and did ag 0 
. not receive a copy of Portfolio 4, please write on your business en 


stationery to 


\ 


NINE ILLUSTRATORS e@ 333 NORTH MICHIGAN AVENUE @ CHICAGO 1, ILLINOIS 


Following our established policy of encouraging cooperative 
| activities in the Graphic Arts, this space is contributed by COLLINS, MILLER & HUTCHINGS, INC. 


America’s Finest Photoengraving Plant 
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Carl Brown Leaves 
Sherman & Marquette 
to Start Own Agency 


New York, Aug. 11—Carl S. 
Brown, partner and head of the 
New York office of Sherman & 
Marquette, has resigned as of Aug. 
31 to set up his own agency, Carl 


BLONDES! BRUNETTES! REDHEADS! 
—MEET 1,000,000 WOMEN! 


Here’s your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market , . . numbering 
over 1,000,000 home-makers who control 
the purse strings... availabletoadvertisersfor 
the first time. Exciting success stories and 


sample copy. Send 
AUNT ELLEN’S = your letterhead. . 


{urk Baskok 


428 Handeraft Bullding, Kansas City 16, Mo. 


S. Brown Co. 

His associates in the venture will 
be other ex-Sherman & Marquette 
executives, whose resignations will 
be made public later, Mr. Brown 
said. He declined to reveal their 
names at this time. Offices of the 
new agency will be at 30 Rocke- 
feller Plaza. It was rumored in 
advertising circles that Mr. Brown 
may take some Sterling Drug prod- 
ducts with him. 

Sherman & Marquette announc- 
ed that Stuart Sherman, a part- 
ner, will direct the New York of- 
fice of the agency, pending the ap- 
pointment of a successor to Mr. 
Brown. W. A. McAllister, former- 
ly of J. M. Mathes Inc., has join- 
ed the agency as account execu- 
tive for Ajax cleanser and Cash- 
mere Bouquet soap. Stuart Lud- 
lam, radio-TV producer, has been 
appointed radio-TV director, 

Sherman & Marquette has ac- 
quired additional video billings 
from Colgate-Palmolive-Peet Co. 
The agency will share the billings 
on the new hour comedy session 


(NBC-TV) and has been assigned 
a segment of “Howdy Doody” 
(NBC-TV) for Halo shampoo. 


Kudner Agency Names 

Shatto Dene & Norman Nash 
Kudner Agency, New York, has 

promoted two members of the copy 

department to be vice-presidents. 

Shafto Dene and Norman Nash, 


Norman Nash 


Shafto Dene 


both with the agency since its for- 
mation, will now serve as vice- 
presidents and co-chiefs of the 
copy department. 

Both men joined the agency as 
copywriters. Mr. Dene has been 
and remains a director and stock- 
holder of the agency. 


Thompon Gets 
Florida Citrus 
in Quick Switch 


LAKELAND, Fia., Aug. 9—By 
unanimous vote, the Florida Citrus 
Commission yesterday decided to 
switch its $1,600,000 advertising 
account from Benton & Bowles, 
which had it for more than seven 
years, to J. Walter Thompson Co. 

Thompson won the account after 
members of the commission re- 
turned here from New York, where 
they viewed presentations by both 
agencies and by Kenyon & Eck- 
hardt and McCann-Erickson. 

Thompson is believed to have 
gotten the nod because of the mer- 
chandising services it offered, al- 
though there were also reports that 
commission members were dis- 
satisfied with continued heavy use 
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At the grocery counter, the synonym is “‘Dole.” 
Surveys over the years show that more people prefer 
Dole than any other pineapple brand. 


Advertising that speaks the package goods language 
(with almost astronomical readership figures) helps keep 
Dole Pineapple ’way out in front. It’s the best known, 
largest selling product in its field. 


Hawaiian Pineapple Company, Ltd., has been 
our client for 17 years. 


AYER & SON, INC. 


Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 
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of magazines. For example, the 
Aug. 5 issue of “Florida Citrus Pig. 
ture” insisted that magazine spam 
was aimed primarily at middk 
and upper income groups, and 
said: “This was all right back jp 
the days of 30,000,000 box crops 
It is a sinful waste of growery 
money in the days of 100,000,009 
box anc larger crops.” 


s The contract with Thompsop 
goes into immediate effect ang 
the agency is expected to start 
work right away preparing copy 
for the December citrus crop 
However, Benton & Bowles, which 
is entitled to 90 days’ notice under 
the terms of its contract, will com. 
plete advertising plans already ap. 
proved by the commission. 

In another action, the commis. 
sion approved a 1950-51 budget of 
$2,558,000 for all its activities, This 
total includes $1,250,000 for con. 
sumer advertising, $180,000 fo 
promotion and consumer publicity, 
$110,000 for point of sale promo- 
tion, $100,000 for medical and den. 
tal advertising. Advertising funds 
are raised by assessing growers s 
much per box of fruit (AA, June 
26). 

Don Francisco, JWT vice-presi- 
dent, who will supervise the Flor. 
ida Citrus account, said his agency 
would probably emphasize local 
level advertising rather than na- 
tional. Media would thus include 
newspapers, radio and TV rather 
than national magazines. He said 
his agency would set up an office 
in Lakeland. Benton & Bowles is 
expected to close its Lakeland of- 
fice about Nov. 1. 


a The change-over to Thompson 
came as something of a surprise 
since the commission’s advertising 
committee a few weeks ago recom- 
mended that the tie-up with Ben- 
ton & Bowles be continued. (Only 
the previous week, the commis- 
sion had at least implied its ap- 
proval of B&B’s activities when 
it issued its annual report. See 
details on Page 37.) 

The Thompson agency had pre- 
viously been considered by the 
commission but was rejected be- 
cause it already handles Libby, 
MeNeill & Libby, Chicago, which 
sells citrus products. Yesterday, 
however, commission members 
presumably brushed this aside as 
an invalid objection on the ground 
that Libby does not compete with 
the industry. 

An appeal said to have made an 
impression on commission mem- 
bers was voiced by Mr. Francisco 
when he told them the time had 
come for Florida to assert its lead- 
ership in the citrus field. 


s He also said that greater stress 
must be laid on the role played 
by fresh fruit in the citrus indus- 
try. 

“When citrus goes into cans, the 
product loses its identity and the 
Florida source is forgotten,” he 
said. “It might get like tomato 
juice in that the consumer doesn't 
know where it comes from.” 

As a result, the meeting here 
discussed a long-range program 
designed to aid the Florida citrus 
industry. This would tie in the 
Florida name in all advertising 4 
a means of bringing the state to 
the forefront as an acknowledged 
major citrus area. 


Name Conley to Manage KEX 

J. B. Conley, general manage! 
of Westinghouse Radio Stations 
Inc., Philadelphia, since 1946, has 
been named manager of stations 
KEX and KEX-FM in Portland, 
Ore., and will head KEX-TV if 
and when the FCC approves the 
Westinghouse application. The 
move was made to develop the 
Westinghouse operation in the Pa- 
cific Northwest. Mr. Conley 


launched Station KEX in 1944. At 
Portland, he will succeed C. § 
Young, who will return to WBZ 
WBZA and WBZ-TV in Boston and 
Springfield, Mass., in an unan- 
nounced capacity. Successor to Mr. 
Conley has not been announced. 
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MOVE OVER, ANT 


The ant is a Samson when it comes to moving and “warehousing” 
heavy loads. But ant-power methods are obsolete today — mechanical 
equipment has replaced slow, costly manual labor for moving goods. 

Every year, industry buys millions of dollars’ worth of materials- 
handling equipment —lift trucks, conveyors, hoists, and the like. And, 
to reach the buyers, the makers of this equipment use the pages of 
Business Week. In fact, Business Week regularly carries more of this 


advertising than any other general business or news magazine, 


REASON: Business Week reaches a highly concentrated audience of 
Management-men ... executives who make or influence buying deci- 
sions. This means that advertising dollars invested in Business Week 


work harder, produce more. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


Materials-Handling Equipment 
Advertisers* in Business Week 


Baker-Raulang Co. 

E. W. Buschman Co., Inc. 
Clark Equipment Co. 

Coffing Hoist Co. 

The Colson Corp. 

Electric Industrial Truck Ass‘n. 
Elwell-Parker Electric Co. 

A. B. Farquhar Co. 
Gerlinger Carrier Co. 

Globe Hoist Co. 

Lull Manufacturing Co. 
Manning, Maxwell and Moore, Inc. 
Mobilift Corp. 

Mercury Manufacturing Co. 
Rapids-Standard Co., Inc. 
Revolvator Co. 

Robbins & Myers Inc. 

Ross Carrier Co. 
Stephans-Adamson Manufacturing Co. 
Towmotor Corp. 

Whiting Corp. 


* Source: Publishers’ Information Bureau Analysis 


A McGRAW-HILL PUBLICATION 
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Schlaifer Boosts Wilbert 


Christy Wilbert, copy chief of 
Charles Schlaifer & Co., New York, 
has been appointed vice-president 
of the agency. Before joining 
Schlaifer in April, 1949, Mr. Wil- 
bert spent 13 years with 20th Cen- 
tury-Fox, the last four of which 
he served as advertising manager. 


FILMS 


anure We 


vertising with our 
downtoearth TV 


film prices. 
CALL OR WRITE US TODAY 


. FILMACK 


Dy 1325 S. Wabash - CHICAGO 


Jantzen Plans Big 
Foundation Division 
Advertising Drive 


PORTLAND, OrRE., Aug. 9—Jantzen 
Knitting Mills Inc. is planning the 
largest advertising campaign in its 
history for the foundation division, 
with full page ads scheduled this 
fall in Glamour, Ladies’ Home 
Journal, Life, Mademoiselle, Pho- 
toplay, Seventeen and Vogue, This 
is the first time that LHJ and 
Seventeen have been used for 
Jantzen’s foundation advertising. 

In addition to the foundation 
campaign, there will be another ad 
drive concentrating on Jantzen 
bras alone, which the company 
claims will be the first consistent 
national advertising campaign ever 
put behind a stitched cup brassiere. 

In conjunction with a full page 
foundations ad in the Sept. 18 is- 


sue of Life, Jantzen will run its 
third nationwide Jantzen-Life pro- 
motion, which is scheduled to 
reach a total of 1,250 tie-in ads. 
Promotion materials include ad re- 
prints, glossy photos, suggested 
newspaper ads and window dis- 
plays, mats, blow-ups, radio and 
newspaper copy and special Life 
tie-ins. 

Botsford, Constantine & Gardner 
here handles the account. 


Appoints Hirshon-Gartield 
Hirshon-Garfield Inc., Boston, 
has been appointed to handle the 
advertising of Jordan Marsh Co., 
Boston. Radio, television, maga- 
zine, trade publication and outdoor 
advertising will be used. 


Sheldon Furs Names Agency 

Sheldon Furs, San Francisco, 
has named Bernard B. Schnitzer 
Inc., San Francisco, to handle its 
advertising. Newspapers will be 
used for the fall season. 
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The War Score 


@ FOR THE SECOND time in less 
than a decade, the science of em- 
ployer-employe communication 
faces the prospect of quick, ef- 
fective adjustment to a wartime 
economy. It is a weapon of propa- 
ganda, and it goes into action be- 
fore the planes and tanks. Morale 
in the country’s war production 
plants may not be the first item 
on the list, but it isn’t any lower 
than second. 

In spite of opinions that the cold 
war will become warm slowly, 
there seem to be few time-buying 
features connected with the cur- 


How to give your selling 
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Local Focus § 


inthe world’s Richest 


Farm Market... _ 


Bring your advertising-selling into sharp, clear 


Ps 


focus by localizing your sales message in the 
five local farm papers of the Midwest Unit. 


Each of these papers concentrates on its own 
local chunk of the world’s richest farm market. 
Each presents your product and services against 
a background of localized farming information 
and news. Each has top farm readership, out- 

- standing dealer preference. It gives your adver- 
tising the impact of local acceptance. 


Local focus farm advertising—the kind that 


sells a specific 


market, helps your local dealer 


sell and lets you measure the direct results—is 
possible only through local farm papers. Buy 
the Unit—one order, one plate at a saving of up 
to 15% on rates. 
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GET THIS 
SALES 
PICTURE! 


If you have not received 1950 BUYING REQUIRE- 
MENTS—what the 1,177,865 subscribers of the 
Midwest Farm Paper Unit plan to build, home and 
farm equipment they plan to buy—write for your 
copy now. And have your name placed on the 
list to receive the 1951 issue of this annual Unit 
survey. The new issue will be ready within 60 days. 
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Employe Communications 


How to Win Friends Among Your Workers 
By RoBerT NEWCOMB and MARG SAMMONS cee 


a 


rent fracas. The guy working op 
an automobile today can be work. 
ing on tanks tomorrow. A factory 
superintendent who reported in hig 
newsletter to employes that the 
plant had no war orders, arrived 
at his desk the following morning 
to find several. As this is written, 
full-scale economic mobilization 
seems more than a prospect. 


e Employe communication de. 
vices in general performed wel] 
in the last war. They contributed 
something to keeping the factory 
chins up, certainly; they prodded 
the plant consciousness on the sub. 
ject of production; they helped 
sell war bonds. They imparted 
news from home to the men at 
the fronts, a contribution to morale 
not to be lightly regarded. The 
basic job, however, is with the 
people who are engaged in the pro- 
duction of war materials, or who 
expect to be, and with the familieg 
at home. 

It might not be a bad idea to 
get started now. One company 
president last week yanked an edi- 
torial in his company’s journal for 
employes on the topic of driving 
safely, and substituted one on the 
cold war grown warm. He dis- 
cussed the subject that was on 
everyone’s mind, and while he 
couldn’t say much, he took the 
first step in unifying his command, 
The plant already has war work, 
and every employe with eyes and 
ears knows it. 


e Further, it might be in order 
to explain, in company publica- 
tions, just what these hostilities] 
are all about. There has been much 
published already on the grandeur 
of the American Way, but it seems 
to have gone over employes’ heads, 
where most of it was aimed 
Whether the current interpreters 
of the war situation to employes 
are sympathetic to our national 
statesmanship is beside the point, 
Whether we’re in this shindig up 
to our knees or our necks is alsé 
beside the point. We’re in it. It 
looks like a war for survival, and 
war production workers won’ 
mind if you dish it up just ag 
bluntly as that. 

The company in war production 
work will be wise to assign a sin- 
gle executive to mobilization, and 
do it before the conversion. It will 
be wise, too, to put a single ex- 
ecutive in charge of employe com- 
munication; he should find out 
what he needs to know about the 
devices to use, the sources of in- 
formation, the censorship of mate 
rial. He should not wait for the 
tanks to roll. 


Packard Bell Starts Drive 


Packard Bell Co., Los Angeles 
radio and television set manufac 
turer, has begun a two-week con 
centrated campaign in which i 
will use a total of 24 nighttime half 
hours on KNX, Los Angeles. Thé 
promotion, which began Aug. §& 
covered 12 half hours that week 
Sunday through Friday. The same 
shows will again be sponsored dur 
ing the week beginning Aug. 20; 
Elwood J. Robinson Advertising 
Agency, Los Angeles, handles the 
account. 


Saila Appoints Battersby 


D. Battersby has been ap- 
pointed general art director of 
Clement Saila & Co., Toronto, and 
associated companies, advertising 
and sales promotion production 
specialists. Mr. Battersby formerly 
was art editor of Maclean’s Mag- 
azine. 


Milton Paper Co. Moves 

Milton Paper Co. has moved L 
office and warehouse to 100 
22nd St., New York 11. 
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Radio Listening 
ys. Reading Shown 


for Colorado 


Denver, Aug. 9—Radio leads 
newspapers and magazines by 78 
minutes a day per listener in Colo- 
rado and Wyoming, according to a 
survey of program audiences in 
the two-state area by Research 
Services Inc. 

Statistics for the report, which 
is titled “The Colorado-Wyoming 
Diary Study,” were compiled dur- 
ing April 1950 when interviews 
were conducted among individual 
listeners. The survey is based on 
906 recovered diaries which were 
originally placed by personal in- 
terviews with pre-selected indi- 
viduals. Individual diaries report- 
ed personal listening, whether in 
the home, at work, in an automo- 
bile, or a public place. 

Research Services found that the 
average person in the sample area 
spends two hours and fifteen min- 
utes each day listening to the ra- 
dio. The same individual devotes 
39 reading minutes to newspapers, 
and 18 minutes to magazines. 


s During the average morning 
quarter-hour 189,000 individuals 
tune in their radios, according to 
the survey. In the afternoon 177,- 
000 people were found to be listen- 
ing per quarter-hour and 307,500 
were in the audience for evening 
periods. The combined population 
of Colorado and Wyoming is 1,- 
374,038, according to the 1940 cen- 
sus. 

The survey gives the following 
information in breaking down the 
results for each quarter-hour pro- 
gram audience between 5:30 a.m. 
and 12 noon: ° 

Total number of listeners in both 
states; percentage of total popula- 
tion listening; location of listening 
audience (urban, small town, ru- 
ral); economic status of listeners 
(prosperous, middle, lower); age 
groups of the audience; division of 
audience by sexes. 

Also covered are the cumula- 
tive audiences of programs broad- 
cast five or more times a week. 

Research Services was commis- 
sioned to conduct the survey by 
KOA, which is owned and operat- 
ed by the National Broadcasting 
Co. Copies of the study will be 
available from the New York spot 
sales office of NBC or from KOA. 


Form Rabbit Packers Assn. 


California packers of domestic 
rabbit meat, representing the 
major portion of the rabbit pro- 
ducers in the country, have joined 
to form Rabbit Packers of Califor- 
nia Inc., to promote expansion of 
markets nationally. Newton A. 
§ Free, Los Angeles, has been ap- 
pointed to handle advertising, and 
Bishop & Associates, Los Angeles 
public relations organization, will 
handle publicity. Initial plans call 
for advertising and public relations 
campaigns in newspapers, maga- 
zines, radio and television; distri- 
bution of recipe books and pamph- 
lets; point of sale and other retailer 
aids and research and development 
work. Members of the group will 
use an association trademark. 


KSTP-TV, WTCN Join TV Net 


Both KSTP-TV and WTCN will 
receive national network television 
when the coaxial cable to St. Paul- 
Minneapolis is completed around 
Sept. 30. KSTP-TV will get shows 
from National Broadcasting Co., 
while WTCN will receive programs 
from American Broadcasting Co., 
Columbia Broadcasting System 
and the DuMont Network. 

The first local daily television 
audience participation program in 
the twin cities, the “Randy Merri- 
man Show,” will start on KSTP- 
TV Aug. 14, at 2 p. m. 


Lorraine Peck Joins KWK 


Lorraine Peck, former continuity 
editor with WGB Radio Produc- 
tions, St. Louis, has joined the pro- 
motion-merchandising staff of 
KWK, St. Louis. 


‘Fortnight’ Names Townsend 


Fortnight, the news magazine 
of California, has appointed Ed- 
ward S. Townsend Co., San Fran- 
cisco, as its advertising represent- 
ative in the San Francisco-Oak- 
land area. Grant Gordon remains 
in charge of the publication’s San 
Francisco office. 


Agency Changes Name 

Advertising-Business Agency, 
Fort Worth, has changed its name 
to Thomas L. Yates Advertising 
Agency. 


Hahn Named Sales Manager 


Harold W. Hahn has been ap- 
pointed sales manager of Syracuse 
Chilled Plow Co., Syracuse, N. Y. 
He succeeds H. J. Thomasmeyer, 
who has been transferred to a new 
position. 


Baldwin Advances Walsh 


George F. Walsh, a member of 
the sales promotion and advertis- 
ing department of Baldwin Loco- 
motive Works, Eddystone, Pa., has 
been promoted to sales promotion 


manager. 


Appoints Twiss Agency 


The House of J. Hayden Twiss, 
New York, has been appointed to 
handle the advertising of Proctor 
Industries Ltd., London, England, 
tailored women’s wear. Class mag- 
azines will be used. 


Joins Lincoln Engineering 


Gerry Koetting, formerly direc- 
tor of the Alumni Placement Serv- 
ice of St. Louis University, has 
joined the Lincoln Engineering 
Co., St. Louis, in a newly created 
position of marketing analyst. 
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C-E Opens Atlanta Branch 


Campbell-Ewald Co., Detroit, 
has opened a branch office in 
Atlanta to handle various phases of 
the Chevrolet Motor Division ac- 
count in the Southeast. Charles G. 
Thom is in charge of the office, 
which is located in the Hurt Bldg. 


Rex Gets Wine Account 


Chateau Wines Corp. has named 
Rex Advertising Co., Detroit, to 
handle the advertising and mer- 
chandising campaign for Molly 
Pitcher wine. 
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by switching to lower cost, high fliiby 
(oncoldated ¥NAMEL PAPERS 


bid ali fa lo premium -priced, [printing papers... % 


Makers of C id—decorati 


e Northwest Airlines’ aloha to old style, premi- 
um-priced enamel papers meant a great deal 
more than just good-bye to higher cost. Before 
any saving could be considered, it had to mean 
that Northwest’s annual reports, employee 
magazines, and other printed materials would 
maintain the highest standards of quality and 
attractiveness. 

Consolidated Enamel Papers meet these high 
standards every day for hundreds of leading 
companies. And in most cases, where old style, 
premium-priced enamels were formerly used, Con- 
solidated Enamel Papers meet them at prices that 
average 15 to 25% less, saving hundreds and 
even thousands of dollars a year for many users. 


There is no mystery about the substantial sav- 
ings Consolidated delivers. They are simply 
manufacturing costs saved by the revolutionary 
enamel papermaking process which Consolidated 
pioneered. By eliminating several costly steps 
still required by other makers, it produces paper 
of highest quality, simultaneously enameled on 
both sides, in a single high-speed operation. 

This modern manufacturing method makes 
Consolidated Enamels the outstanding value in 
the paper market today. If your own firm ap- 
preciates the value of fine printed material, as 
well as that of your printing dollar, we’ll be glad 
to prove how Consolidated Enamel Papers pay 
off, both ways. 


@C. W. P. & P.Co, 


ondolcddalee ¥.NAMEL PAPERS 


PRODUCTION GLOSS 


MODERN GLOSS 


FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


and industrial laminates 


Main Offices: Wisconsin Rapids, Wisconsin . 


Sales Offices: 135 So. LaSalle St., Chicago 3, Illinois 
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The Magazine-Newspaper Controversy 


The controversy between the Magazine Advertising Bureau and the 
Bureau of Advertising of the American Newspaper Publishers Assn. 
as to which medium carried the greater volume of “national” ad- 
vertising during 1949, sounds a little like two little boys arguing 
about the ability of their respective fathers to lick anybody in the 
world. 

It does point up again, however, two very important conditions 
in the advertising field which could stand refinement or correction. 
The first is the development of more adequate statistical information, 
less subject to “projection” and interpretation; the second is a re- 
finement of terminology and definition within the field, so that the 
same terms do not mean different things to different people. 

The statistical information on advertising volume, while still far 
from adequate, particularly in those fields (like direct mail, sales 
promotion, window display, etc.) where an over-all auditing job is 
nearly impossible, is certainly better than it has ever been before. 

But the terminology and definitions used in the business are, on the 
other hand, less reliable and less meaningful than they formerly 
were. 

This is given particular emphasis by the MAB discussion of what is 
or what is not “national” advertising in newspapers. The MAB con- 
tends that newspapers include as “national” considerable advertising 
volume that is not “national” but merely takes the “general’’ or 
“national” advertising rate. This includes utility companies, some 
dairy and ice cream companies, and perhaps local or regional beer, 
coffee and other accounts. 

There is, of course, considerable merit to the assertion that these 
are not “national” advertisers. Yet on the other hand, the advertiser 
who uses two inches of mail order copy in a national magazine pre- 
sumably is a “national” advertiser. 

What all this points up is that the terminology in the business is 
largely meaningless, or is tending to become so, and maybe it ought 


‘to be revised. There are members of the Association of National Ad- 


vertisers, for example—and very important members, such as Stand- 
ard Oil of Indiana—who are not “national” advertisers to the con- 
sumer at all. But, just to confuse the issue further, this same non- 
national advertiser certainly advertises nationally in business papers 
for various industrial lubricants, for its line of candles, and for other 
products, 

It might be worth while for the advertising industry to examine 
and analyze the terminology and the definitions now in use, and re- 
fine and standardize them. This is a job of no mean proportions, but 
the sooner it is done, the less likelihood there will be of misunder- 
standing, and of relatively meaningless competitive arguments. 


How Old Are You? 


Last week, again, a reader submitted a story of an “old” adman— 
modestly into his forties—who was having a tough time getting a job 
because of his age. The story is not an isolated one, and the problem 
is serious—for all business, but particularly for the advertising busi- 
ness. 

Medical science and the standard of living have lengthened the life 
span enormously, but too many of us are still thinking of people as 
old, worn out and decrepit at 40, 45 or 50. The facts are that the 
average person of today is likely to be healthier and perhaps more 
youthful in his outlook at 55 than he was a generation ago at 40. 

The advertising business especially, because of its emphasis on 
young men, must re-examine its employment conditions, and must 
do everything possible to avoid making it unnecessarily difficult for 
useful, competent workers to find employment, merely because they 
have lost the first blush of callow youth. 


—Cluett, Peabody & Co. 


“John’s determined to find out why his shirts never shrink.’ 


What They're Saying 


Financing the War 

World War I was financed 
largely through a “war tax.” 
World War II was financed by 
three major items: one, excess 
profits taxes on corporations which 
confiscated almost their entire net 
profits; two, increases in the 
brackets of individuals’ income 
taxes, and three, large borrow- 

The financing of World War I 
under President Woodrow Wilson 
seems much the wiser manner. If 
we institute a “war tax” on trans- 
actions under the name “war tax,” 
as then, corporate taxes would re- 
main the same, graduated individ- 
ual income taxes would remain 
where they are, and the expendi- 
tures for the war could be financed 
directly in proportion to the needs. 

It is estimated that business in 
the U. S. is now running at the 
rate of $200 to $250 billion a year. 
A 1% “war tax” on every trans- 
action would raise more than $2 
billion... If we got into a real 
world war and the cost was $50 
billion per year, it would require 
a...25% “war tax” to finance the 
war on a “pay as you go” basis 
instead of adding to our already 
top-heavy bonded indebtedness. 


—Editorial in the Tacoma News- 
Tribune, July 21, 1950. 


The Role of the Press 

Today, as never before, the 
American press stands as a beacon 
light as this nation musters its 
manpower and economy for an- 
other possible world conflict. The 
truth must be recorded unerringly 
and courageously. Opinion must 
be given full sway. As always, the 
newspapers of America will not 
only be the watch dog biting at the 
pants seat of the corrupt and un- 
just around the world, but they 
will maintain their never-ending 
vigilance of our own government 
as its powers take on a wider 
scope. Personal gain, unjust polit- 
ical, social, religious or racial man- 
ipulation under the guise of the 
emergency will endure only as 
long as it takes a free press to ex- 
pose them. 

In the 16th century, printing 
was controlled by Church and 
State. Today mankind and brother- 
hood flower in an era of un- 


restrained expression. And where- 
ever there exists a free vote that 
guarantees free speech, govern- 
ments are accountable to the peo- 
ple. 

It served Hitler little when he 
tried to stifle free thinking through 
his infamous “burning of the 
books,” or through suppression of 
newspapers which did not clarion 
the party line. The same fate will 
be meted out by a united free 
world to any tyrannical power 
which tries to shackle honest opin- 
ion and_ substitute controlled 
thought through fear of reprisal. 

It is significant that the news- 
papers of America—the uncon- 
trolled press in a free land—to- 
day are at their all-time peak in 
advertising and circulation. The 
American Newspaper Publishers 
Assn. is conscious of the fact that 
newspapers exist only through 
public approbation. The extent of 
this acceptance can be only in di- 
rect ratio to the degree of in- 
tegrity with which they represent 


the true interests of the people. 
—From speech by Edwin S. Friendly, 
president of the American Newspaper 
Publishers Assn., at Williamsburg, 
Va., in observance of opening of 
Colonial Printing Office there, July 25. 


Electricity on Farms 

Electrification of the nation’s 
farms proceeded at a faster pace 
in 1949 than ever before. More 
than 606,000 farms were connected 
to power lines, bringing the total 
served to 4,995,000 at the end of 
the year. This compares with 1,- 
764,000 farms using electricity as 
of Dec. 31, 1939. 

More than 85% of the occupied 
farms now have electricity as com- 
pared with about 30% ten years 
ago, and it has been estimated that 
an additional 6% have power 
available from nearby lines. 
Planned construction programs in- 
dicate that electric service will 
be available to well over 95% of 
all farms by the end of 1950. 

Of the nearly 5,000,000 farms us- 
ing electricity at the end of 1949, 
about 48% were served by pri- 
vately owned companies, 47% by 
the REA cooperatives, and the re- 
maining 5% by municipalities and 
other governmental agencies. 

—“‘Business Comment,” published 


by Northern Trust Co., Chicago, 
for July, 1950. 


Advertising Age, August 14, 1959 


Rough Proofs | 


The columnists whose stuff ap. 
pears in thé papers every day 
along with their pictures must be 
almost as tired of their faces ag 
their readers are. 


« 
“P&G tops list of 100 adver. 
tisers,” the story says. 
Note to makeup man: Please 
keep that headline standing. 


* 
John Palmer has been telling 


.point of purchase advertisers the 


medium is hot, and the fire in the 
plant of Sanders Display Co., Chi- 
cago, July 31 seemed to prove it, 


Jos. T. Ryerson & Son publish- 
ed an anti-hoarding ad addressedq 
to steel buyers, indicating that 
stock piling is not confined to 
housewives shopping for extra 
supplies of sugar and nylons, 

* 


“Retailers are not interested in 
stocking brands their customers are 
not interested in buying,” remarks 
the Chicago Tribune. 

And maybe they never were. 


Successful Farming spells it 
“dietician,” but if you care to listen 
to The American Dietetic Assn, 
you'll be inclined to the use of 
two “t’s”. 
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“What is management’s greatest 
responsibility?” asks Young & Ru- 
bicam. 

Probably trying to guess what 
the people in Washington are going 
to do next. 


Basing his thesis on the old 
proverb that figures don’t lie, but 
liars can figure, Darrell Huff has 
composed a piece for Harper’s en- 
titled, “How to Lie with Statis- 
tics.” 


The slogan of the successful 
Gretz beer campaign in the Phila- 
delphia territory is, ‘“‘Made the 
old-fashioned way.” 

Must have a strong appeal to 
lovers of old fashions. 

+ 

Eighty-one per cent of St. Paul 
men buy safety razor blades, the 
Dispatch-Pioneer Press _ reports, 
and 24% use electric shavers. 

Some of the latter don’t trust 
central station service. 


“Our philosophy,” says Matthew 
W. Davis, of Aluminum Workers 
Union, “is that the bigger and bet- 
ter and more successful the Rey- 
nolds Metals Co. is, the more job 
security we will have.” 

Labor union papers please copy. 


Raymond Rubicam says he 
doesn’t like “being pictured as 4 
dope” in the story of the develop- 
ment of the famous slogan, ‘“Stein- 
way, the Instrument of the Im- 
mortals.” 

No one who could write that 
line could possibly be considered 
a dope. 

* 


The French chamber of depu- 
ties is taking pot shots at Coca- 
Cola again. 

Must be the wine business isn't 
doing so well this year. 
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2 BILLION 


DOLLAR MARKET 


SLIPPING 


One half of the 
Philadelphia Market : 
lives outside the ally mits | 


Don’t overlook the prospering... 
growing... cities and suburban 


towns that border Philadelphia 


proper. Advertise in THE 
INQUIRER. Reach the whole 4 
billion dollar market . . . third 


biggest in America. 


INQUIRER GIVES INTENSE 
COVERAGE IN THE CITY AS 
WELL AS THE SUBURBAN AREA 


NOW !N ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


Exclusive Advertising Representatives: 
t ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 


. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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NOT WITHOUT REASON 


Smart advertising money goes where it gets 
results. Thus for its first fiscal quarter 
of 1950 THE ELKS MAGAZINE shows 


Mh GAIN in lines 
Ye GALA in dollar volume 


Independent survey establishes Elks average 
incomes as twice that of the national norm. 
Your message too can reach more than 
1,000,000 MEN, positioned, conditioned to 
spend, and receptive to your 
message in THE ELKS MAGAZINE. 


YOU'LL SELL IT... 
tF YOU TELL IT IN 


New York + Chicago + Detroit 


Los Angeles + Seattle 


Charleston Station 
Wins First Prize 
in Red Top Contest 


Cuicaco, Aug. 9—Station WCHS, 
Charleston, W. Va., has been 
named the winner in the Red Top 
Brewing Co. contest to determine 
the best promotion campaign con- 
ducted by a station on behalf of 
the company’s 15 minute, five-a- 
week “Lonesome Gal” song and 
music radio show, introduced on 29 
stations May 1. 

Second place winner was Station 
WSOC, Charlotte, N. C., and third 
place was awarded to Station 
WSAC, Huntington, W. Va. The 
promotion period judged in the 
station contest closed June 20. 

Contest judges were Robert W. 
Murray Jr., managing editor of 
ADVERTISING AGE; Don Wilson, 
Chicago editor, Variety, and Jane 
Pinkerton, news editor, Broadcast- 
ing. 


National Tube Promotes 2 


William F. McConnor, sales 
vice-president of National Tube 
Co., Pittsburgh, subsidiary of 
United States Steel Corp., has been 
named executive vice-president of 
the company. H. J. Wallace, gen- 
eral manager of sales since 1946, 
has been appointed to succeed Mr. 
McConnor as sales vice-president. 


Cinetel Offers New Package 


Cinetel Corp., New York, TV 
film distributor, is offering a 12%4- 
14 minute compilation of Pathe 
Pictorial feature shorts, averaging 
six subjects per program, with 
commentary by Hy Gardner. These 
films, complete with commentary, 
music and sound effects, are being 
marketed in 13-week segments. 


Chicago 13, Mlinai's GRACELAND 2-1000 


Manz representatives are men of solid experience. 


You will like the close, personal attention they will 


give you and your printing problems. 


It is necessary to have this close cooperation 


today in order to produce a quality piece 


of printed 


advertising Economicatity! Our representatives 


are at your “‘beck and call’’ and Manz is sure you 


will be more than pleased with the hel 


p they can 


offer. To them, your printing is not just an order. It 


is a “‘Responsipitity’’ and that responsibility is 


backed by Manz’ 84 years of leadership in the 


Graphic Arts industry. 


OF 84 ¢ @ 8-2, -G28. 46.4.0) 02 i2 
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Herbert W. Moloney, head of Moloney, Regan & Schmitt, leading 
newspaper representatives, has been in Hawaii during the past few 
weeks, enjoying the tropical splendors of the islands with Mrs. 
Moloney and their son... Howard Ehrlich, who retired as head of 
the Abbott Kimball office in Los Angeles a few months ago, is keep- 
ing in touch with the advertising business through operation of a 
direct mail service near his home in Pasadena... 

Gregg Millett, formerly sales and advertising manager for Aus- 
tralia for Jantzen Knitting Mills Inc., Portland, Ore., and now as- 
sistant sales manager back home, has received his award pin for 
20 years’ service with the company... 


THE COLONEL’S PARTY—Drawing smiles at the speaker's table is Colonel Robert R. 

McCormick, editor and publisher of the Chicago Tribune, as guests enjoy the 

festivities at a party in celebration of the Colonel’s 70th birthday. Left to right 

are Mrs. McCormick; Weymouth Kirkland, senior partner in the Tribune’s law firm; 

Mrs. John S. Knight, wife of the publisher of the Chicago Daily News and other 

Knight newspapers; Col. McCormick; Mrs. William Randolph Hearst Jr.; and Kent 
Cooper, executive director of the Associated Press. 


Wesley K. Lunt, public relations director of W. F. Hall Printing 
Co., is chairman of the advertising and publishing section of the 
1950 Chicago Community Fund campaign, and co-chairman is 
Walter Dreyfus, sales manager of Consolidated Book Publishers. 
Other leaders in the section are: newspapers, radio and TV sta- 
tions—Harry N. King, assistant to the mgr. of general advertising, 
Chicago Tribune, chairman; Gail Blocki Jr., v.p. of John Blair & 
Co., co-chairman. Advertising—Jack Willem, Leo Burnett Co., 
chairman; Gordon F. Buck, Foote, Cone & Belding, co-chairman. 
Book publishers—James Poynton, United Educators, chairman; 
Theodore C. Weitzel, Encyclopaedia Britannica, co-chairman. 
Graphic arts—George A. Poole Jr., pres. of Poole Bros., chairman; 
Herbert A. Knight, retired printing executive, co-chairman. .. 

Roger W. Clipp, general manager of Stations WFIL and WFIL-TV, 
Philadelphia Inquirer stations, has been named radio and television 
representative of the Philadelphia Defense Board, which is con- 
trolling group of the Philadelphia civil defense organization... 

Kenneth W. Akers, president of Griswold-Eshleman Co., Cleve- 
land, is featured on the “Americans, Speak Up!” radio program this 
week. About 110 stations are carrying the transcribed program 
sponsored by America’s Future Inc., New York. Mr. Akers describes 
the “Tell and Sell America” campaign which his agency created for 
Warner & Swasey... 


“TR rnigr cece reer: Een ern oy 
ibe Sia ‘ 


NIBLICKS—Among the golfers teaming up at Oneida Ltd.’s annual invitation nib- 

lick golf tournament recently were (left to right): Jack Herbert, ad manager of 

Hearst Magazines; R. A. Bloom of Oneida Ltd.; Harry Dunlap, publisher of Cos- 

mopolitan; and Frank Soule, vice-president and advertising manager, Conde Nast 
Publications. 


Paul Montgomery, senior vice-president in charge of publica- 
tions, McGraw-Hill Publishing Co., with Mrs. Montgomery and their 
daughter, Susan, sailed from New York Aug. 1 for a tour of England, 
Scotland, France and Switzerland. They will return to this country 
Sept. 6... 

Commander Mortimer W. Loewi, director of the DuMont Tele- 
vision Network, departed from Point Lookout, Long Island, not long 
ago, on a cruise in eastern waters on his power yacht “Robmar 
Li eee 

Galen O. Gilbert, manager of KGER, Long Beach, Cal., has been 
elected a director and treasurer of the three John Brown Schools 
Corps. of California, owners and operators of the station and of 
Southern California Military Academy, Long Beach; Brown Mili- 
tary Academy, San Diego; Brown School for Girls, Glendora, Cal... 
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WPTZ to Telecast 
Penn Home Games 


PHILADELPHIA, Aug. 10—Philco’s 
television Station WPTZ, here, 
again will televise the University 
of Pennsylvania football games 
this year and for the next three 
seasons, The station has handled 
these games for the past ten years, 
(In many areas throughout the 
country, colleges are banning local 
telecasting of home games.) 

Last year Atlantic Refining Co. 
sponsored local telecasts, and R. J. 
Reynolds Tobacco Co. sponsored 
national telecasts, both handled by 
WPTZ cameramen and technicians. 

Ernest B. Loveman, vice-presi- 
dent and general manager of 
WPTZ, said the agreement with 
the university also granted the sta- 
tion exclusive rights of first refusal 
for the origination of all network 
telecasts for the next three years. 


w The 1950 series will start on 
Sept. 30 with the Virginia game 
and continue through Nov. 25 
when Penn plays Cornell. There 
will be seven home games, all tele- 
vised. 

The University of Pennsylvania 
was the first major institution in 
the country to permit telecasts of 
its football games. When WPTZ 
first began televising the games, 
Philadelphia had nearly 200 re- 
ceivers in this area. Today WPTZ 
telecasts reach nearly 600,000 sets. 


KTLA Names Paul Raymer 

KTLA, Los Angeles, has ap- 
pointed Paul H. Raymer Co. as its 
national representative. The Para- 
mount TV station formerly was 
handled by Weed & Co. Cris Rash- 
baum will. continue as KTLA’s 
sales representative in New York, 
with the station’s home staff cov- 
ering the Los Angeles and San 
Francisco markets. 


Reinhold Appoints Battles 

Reinhold Publishing Corp., New 
York, has added John W. Battles, 
formerly with William S. Merrell 
Co., to its Cleveland district office 
to handle advertising sales in east- 
ern Michigan, western Ohio, 
southern Indiana, and western 
Kentucky for Progressive Archi- 
tecture. 


Bradshaw Joins Agency 

Richard M. Bradshaw, formerly 
a program supervisor with Phil- 
lips H. Lord Inc., radio producer, 
has been named traffic supervisor 
of the radio-TV department of 
Geyer, Newell & Ganger, New 
York. 


PRESTIGE AND PROFITS 


You get both in Foreign Service, 
the V. F. W. magazine, when you 
tell your story to the families of 
more than one million veterans (91.1 
per cent World War Il). 


No advertising campaign builds 
either prestige or profits if it fails 
to get readership. 

Mail order clients are proving 
that Foreign Service readership pays 
off with handsome profits. That's 
convincing proof of the kind of 
readership that will build prestige 
for your product, plus profits. 

o 

WRITE Ter oe FREE SAMPLE 

. 


ISSUES 
Torwign Sewice 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc 


; Advertising Directors 
10 East 43rd St., New York 17, N. ¥ 


Harvey Reported Improved 

Paul Harvey, American Broad- 
casting Co. news commentator over 
WENR, Chicago, was reported re- 
covering from injuries suffered 
Aug. 5 in an automobile accident 
near Litchfield, Ill. ABC officials 
said Harvey’s programs would be 
suspended indefinitely. 


SCAAA Elects Gage 

Raymond B. Gage, of C. B. 
Juneau Inc., has been elected pres- 
ident of the Southern California 
Advertising Agencies Assn. Other 


officers are: Willard G. Gregory, 
Willard G. Gregory & Co., Ist 
vice-president; Norton W. Mogge, 
Mogge-Privett Inc., 2nd vice-pres- 
ident; and Larry Pendleton, Larry 
Pendleton & Associates, secretary- 
treasurer. 


Munsingwear Names Miss Bier 


Leone Bier has been appointed 
color stylist and publicity director 
of the women’s hosiery division of 
Munsingwear Inc. She formerly 
was advertising manager of Roy H. 
Bjorkman Inc., Minneapolis. 


Lithographers Group 
Starts Competition 


The Lithographers National 
Assn., New York, has announced 
the establishment of an Annual 
Offset-Lithographic Awards Com- 
petition, the first of which will 
cover work produced in 1950. 

Ninety awards will be given in 
18 classifications, in addition to 
gold, silver and bronze awards 
for the year’s three best examples 
of offset lithography. The classi- 
fications will include practically 
every form of lithographed mater- 
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ial. Sizes will range from 24-sheet 
posters to tiny merchandise labels 
Eligible for the competition are 
all users, creators and producers 
of offset lithography. 


Opens New York Office 


Alexis Inc., Atlanta, Ga., manu. 
facturer of Handi-Panti, plastic 
lined garments for infants, has 
opened a New York office at 7 
W. 35th St. Edward L. Rabe, for. 
merly sales manager and vice. 
president of Globe Needlecraft, js 
in charge of the office. 


—. 


3,000,000 farm Families 
Know this voice... 


> tre wee, 
. 


It carries north to the border, south to the 
Gulf, east to Ohio, west to Colorado—the 
radio voice of Capper’s Farmer. 

Three times a week, Capper’s Farmer 
takes to the air to tell “what's new” in 
farming and farm life. Listeners hear their 
problems discussed, learn where they will 
find the solutions—right in the pages of 


Capper’s Farmer. 


Farmer. 


Result: higher reader traffic, just what 
all advertisers hope for. Capper’s Farmer 
has given them this support for more than 
four years—the only farm magazine with 
such a long-range program of Merchan- 
dised Editorial Content. 

Yet this is just one of ten advantages 
you get when you advertise in Capper’s 
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Schlesinger to Fellman 
Schlesinger Brothers, Philadel- 
manufacturer of leather 
ucts, has named Leonard F. 
Fellman & Associates, Philadel- 
phia, to handle its advertising pro- 
Trade and consumer pub- 

jications will be used. 


Kenvin Joins Ross Roy 
T. Bircharde Kenvin, formerly 
copy chief of W. Wallace Orr Inc., 
Philadelphia, has joined the copy 
staff of Ross Roy Inc., Detroit. 


Fe lia a eee te a 


Melamed-Hobbs Appointed 
Microtone Co., hearing aid 
manufacturer, has appointed Me- 
lamed-Hobbs, Minneapolis, to di- 
rect a new campaign that will be- 
gin in a few weeks. Newspapers 
and farm publications will be used. 


Stolley, Schloemer to FH&N 

Alex Stolley, formerly with 
Cincinnati Milling Machine Co., 
and Bertrand Schloemer, formerly 
with Dadant & Sons, have joined 
Farson, Huff & Northlich, Cincin- 
nati, as account executives. 


Kenny Gets Promotion 

Marjorie Kenny has been pro- 
moted as head of the Wouants 
Home Companion sales promotion 
staff. Miss Kenny, a member of 
the staff for four years, was pre- 
viously with Hicks & Greist. 


Scott Co. Picks New Agency 

Elmer P. Scott Co., New York, 
drapery manufacturer, has ap- 
pointed Rehbock-Hollinger Adver- 
tising, New York, to handle con- 
sumer advertising. Harry Serwer 
Inc. is the previous agency. 


ABC Signs Walter 
Wanger to Make TV 
Film Production 


HoLLywoop, Aug. 8—American 
Broadcasting Co. has made ar- 
rangements with Walter Wanger, 
veteran Hollywood producer, for 
a sample, or pilot motion picture 
to be made expressly for ABC 
television. 

The film, entitled “Aladdin and 
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Largest rural publisher in America. 
Richest farm market in the world. 
Best coverage buy. 

Quality circulation. 

No mass small-town circulation. 
Farm-tested editorial material. 
Reader confidence. 

Merchandised editorial content. 

. Market dominated by farmers. 
Most quoted farm magazine. 
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His Lamp,” will be made here and 
will have a running time of about 
30 minutes. Actual shooting is 
scheduled to start in 30 days, with 
location and cast to be announced. 

When completed, the pilot pro- 
duction will be examined for its 
potentialities as the basis of a new 
ABC television series. Plans call 
for using these pilot films as open- 
ing wedges in a move to get top- 
flight Hollywood productions for 
television. 

Negotiations already are under 
way for a second motion picture, 
details of which will be announced 
in the near future. 


Three Manufacturers 
Name McCarty Agency 

McCarty Co., Pittsburgh, has 
been named to handle advertising 
for Niagara Chemical division of 
Food Machinery & Chemical Corp., 
Middleport, N. Y., and Steel City 
Furnace Co., Springdale, Pa. 

Acro Mfg. Co. also has selected 
the agency to handle promotion for 
its Acro switch division, Colum- 
bus, O., and the Mu switch divi- 
sion, Canton, Mass. 


IMPORTANT 
ANNOUNCEMENT 


if your product 
lends itself to. 
DIRECT SELLING 


OPPORTUNITY 
MAGAZINE 


Starts Daring Campaign in 
THE SATURDAY EVENING POST 


Large Ads Make America Aware 
of DIRECT SELLING Marketing! 


DIRECT SELLING . . . sometimes incor- 
rectly called ‘‘door to door” selling .. . 
offers the proved, tested, easily ac- 
complished way to build fast national 
distribution, enter the large volume 
class and reap quick profits. Now 
OPPORTUNITY Magazine, the leading 
publication of information and inspira- 
tion in DIRECT SELLING, steps out 
boldly to inform new millions about the 
dignity and importance of this impor- 
tant distribution method . . . begins a 
powerful advertising campaign to ex- 
cite interest in Direct Selling as a ca- 
reer and thus add new and greater 
sales power to the field. OPPORTUN- 
ITY launches a series of striking 
SATURDAY EVENING POST advertise- 
ments that will bring thousands of new 
and experienced salespeople into 
DIRECT SELLING . . . enhance the pres- 
tige of those now selling . . . and roll 
out the welcome mat for salespeople 
everywhere who offer products mar- 
keted through DIRECT SELLING chan- 
nels. OPPORTUNITY now talks directly 
to 16,000,000 men and women in the 
world's best known, best read mass 
magazine! 


FREE BOOK 


Gives all the facts about 
the Direct Selling Method... 


Just send your letterhead to OPPOR- 
TUNITY for the exciting facts about 
DIRECT SELLING . . . and what this 
marketing medium may do fer your 
product or service. Get the facts about 
OPPORTUNITY’s bold new campaign. 
Learn how you may operate a profit- 
able DIRECT SELLING DEPARTMENT. 
All questions answered. Write now! 


OPPORTUNITY 
MAGAZINE 


Dept. A-27, 28 E. Jackson Blvd. 
Chicago 4, Ill. 
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Union Promotes Norman 


Union Pharmaceutical Co., 
Montclair, N. J., has named Henry 
J. Norman, formerly sales man- 
ager, as sales head for both Union 
and its subsidiary, Artra Cosmetics 
Inc. Mr. Norman’s additional du- 
ties involve sales supervision of 
Svtra suntan preparations and 
lrma cream depilatory. 


Bowles Joins Maxon 

D. P. Bowles, formerly with Do- 
herty, Clifford & Shenfield, has 
joined the New York office of 
Maxon Inc. as radio and television 
copy chief. 


Buys Amos’ Equipment 

Federal Tool Corp., Chicago, has 
purchased all the mold and die 
equipment of Amos Plastics Co., 
Edinburg, Ind. Federal will con- 
tinue to manufacture the same 
items formerly made by Amos, 
such as specialty and houseware 
products, in addition to its own 
complete line. 


Beam Co. Appoints Kovler 


Everett Kovler has been ap- 
pointed vice-president of James B. 
Beam Distilling Co. He is also 
secretary and advertising manager, 
as well as a director. 


TOY 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 
TOYS AND NOVELTIES, “The Voice of the industry”. Contact ys fer further information. 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 1, ILL. 


Winchell, Berle 
Head June-July 
Hooper Parade 


New York, Aug. 9—C. E. Hoop- 
er Inc. has released the June-July 
New York Hooperatings Pocket- 
piece, with Walter Winchell first 
in radio and Milton Berle in the 
lead for television. 


The radio ratings for the top 16 
shows are: 
Walter Winchell 14.6 
Radio Theater 7.7 
Arthur Godfrey’s Talent Scouts .......... 6.9 


Hollywood Star Playhouse ..........0000« 
GrouchO Marx SHOW  .....cccccccccccceccereeeenee - 
The Goldbergs 
My Friend Irma 
Stop the Music 


Bob Hope 6.0 
Louella Parsons 5.9 
Big Town 5.6 
Broadway Is My Best ..........cccssrene 5.6 
Theater Guild 5.4 
Ozzie & Harriet 5.3 
Big Story 5.3 
Gangbusters 5.3 


In television the top 15 programs 


were: 

Milton Berle 55.2 
Toast Of the TOWD ......ccccccccesersevsersssneenenee 36.2 
PhilcO TV PlayYNOuUse .......:ccccccceceseeereceeseeee 25.7 
Arthur Godfrey and His Friends ........ 25.1 
Robert Montgomery .....cccccccccccccccsecenreeeeeeee 21.0 
Studio One 20.3 
Alan Young 19.3 
Plainclothesman 19.2 
Saturday Night REVuUEC ...........cccccccccccceeeee 17.9 


Original Amateur Hour 
Stop the Music 
Ford Star Revue 


Big Story 16.9 
Fred Waring 16.8 
Break the Bank 16.3 
McLaren, Parkin, Kahn 


Adds Two New Accounts 


McLaren, Parkin, Kahn, New 
York, has been named to handle 
advertising in newspapers and na- 
tional magazines for Dayton Nurs- 
ing Home, New York. 

The agency also has been ap- 
pointed to service Anchor Radio 
Corp., New York, radio and tele- 
vision distributor, with newspa- 
per advertising. 


164,000 


Electric Washers 


bought from one GRIT Advertiser 


One Washing Machine manufacturer who went after the GRIT True Small Town 
Market, has come out with the lion’s share of the business year after year. 32% 
of GRIT Families now own this one make of Washing Machine. 


‘ GRIT sells all types of products to GRIT-Reading Families: A Radio, 63,526 bought 
by GRIT Families—a Pressure Cooker, 4 times more sales than nearest com- 
petitor—a Grocery Product, $650,000 sales volume. 


There are nearly three million GRIT readers, in 16,000 True Small Towns. These 
GRIT Families are larger and they enjoy steady income . . . a great potential 
market that you can translate into direct sales terms*. 86% GRIT Families own 
Mechanical Refrigerators, 92% own Electric Irons, 85% own Electric Washers, 54% 
own Vacuum Cleaners, 99% own Cooking Ranges, 40% own Hot Water Heaters. 


GRIT sells for its Advertisers . . . it can sell for you! 


WILLIAMSPORT, PA. 


*Ask the GRIT representative 
for the GRIT Reader Survey 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 
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Footnotes 


By G. D. Cramn Jr, 


Some new rate cards have re. 
cently been announced by news. 
papers, providing new schedules 
of charges for r. o. p. color. The in. 
teresting fact is that in this field 
mechanical costs have gone up so 
rapidly that many of the old color 
rate schedules are obsolete. 

This is not necessarily an ad- 
vantage, even from the standpoint 
of the most hard-boiled space buy- 
er, as it results in a sharply re. 
duced interest in color advertising 
on the part of the publishers and 
their advertising departments. 

By way of example, a leading 
national account recently offered 
four-color pages to a number of 
metropolitan newspapers, and its 
agency was somewhat taken aback 
to have some of the papers plead 
for two colors instead of four. They 
wanted the space, but they weren't 
much interested in color. 


a While some of the basic rates 
are out of line, the worst feature 
of most color schedules is that they 
are based on percentages of the 
space rates. Since it costs just as 
much to run color for a depart- 
ment store enjoying maximum fre- 
quency and volume discounts as 
for a national advertiser, it is in- 
evitable that much of the color ad- 
vertising has been run at an actual 
out-of-pocket loss to the news- 
paper, as far as the extra charges 
for additional colors are concerned, 

As a matter of fact, some of the 
newspapers on the Pacific Coast 
have recently been making careful 
analyses of their color advertis- 
ing costs, and have been convinced 
that in most cases their rates are 
too low, and particularly that per- 
centages of space rates have 
nothing to do with color charges, 
which presumably should be uni- 
form for all classes of advertisers. 

Another factor which is worry- 
ing publishers these days is that 
color runs usually involve a higher 
percentage of paper waste than 
black and white advertising, and 
in view of the shortage of news- 
print, which appears likely to get 
worse before it gets better, this is 
another deterrent to heavy promo- 
tion of color in newspapers. 


ge The situation with reference to 
color is that advertisers and their 
agencies are much interested in it, 
have found that it pays, and would 
like to expand their use of it, es- 
pecially provided the newspapers 
establish more nearly uniform 
practices with reference to both 
rates for color and standards of 
mechanical reproduction. 

The Milwaukee Journal book on 
r.0.p. color has attracted much 
favorable comment from both ad- 
vertisers and publishers, and will 
help in improving color repro 
duction. In the meantime, a thor- 
ough study of costs and the estab- 
lishment of equitable rates will do 
as much as anything else to justify 
newspapers in making a real drive 
for color business, which at present 
many are accepting with qualified 
enthusiasm. 


Crouse-Hinds Names Clary 

F. Ware Clary has been named 
vice-president in charge of publi- 
city of Crouse-Hinds Co., Syra- 
cuse, exterior lighting, electrical 
conduit fittings. He has been with 
the company since 1908. 


Onondaga Appoints Grunder 

Frank J. Grunder, formerly sales 
manager of R. C. Neal Co., Buffalo, 
has been named industrial sales 
manager of Onondaga Supply C0 
Syracuse, N. Y. 


Produce Agency Moves 

Produce Services Group, New 
York, has moved from 50 W. 53rd 
St. to 10 E. 44th St. 
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field Of special interest to Of special interest to Of special interest to 
pao. MANAGEMENT EXECUTIVES SALES AND ADVERTISING MANAGERS AGENCY EXECUTIVES 
1 ad- _ 
point A rhe 

bap The importance of bringing your prod- The market covered by U.S.NEWS & WORLD REPORT > 
ising ucts to the attention of Top Manage- is one of the richest concentrations of wealth in the * 
$ and ment is again made clear through a country. Incomes average $13,557 as against the 
ading survey recently completed through the U.S. average of $4,018. Is your file of 
fered independent research firm of Benson & U.S.News & World Report 
ia Benson, Inc. of Princeton, New Jersey. (Your agency has detailed studies on this.) data complete? 
back 

| “* 
They ‘’ If not, please check so that you 
ren't will be sure to have information 


The survey was made on a representa- 


= tive group of 214 large industrial 
they companies which showed that 80 per 
A. cent require executive approval on all 
Dart expenditures of $500 or more. 
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ews- The survey again suggests the need of 
a covering, through informative adver- 
~ be tising, Management and Operating 
veh Executives, many of whom are rarely 
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a Among the 350,000 subscribers 
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Many of the people in this market are not only in 
the upper income brackets but in the high occupa- 
tional brackets as well. For example: in Business 
and Industry 28,472 paid subscribers are Presi- 
dents, Board Chairmen or Directors. And remem- 
ber, please — all of them have families. 


(Your agency has complete breakdown by titles.) 
"* 


available when questions come up 
from time to time. 


Influential men — those having authority to okay 
purchases — read this magazine cover-to-cover be- 
cause it’s the only publication in the U. S. that 
covers only the basic, original news which has a 
direct influence on all businesses and on all living 
plans of all individuals and their families. 


* 


These more than 350,000 subscribers are exactly 
the kind of people to whom you advertise your 
quality products — both for Industrial and Home 
consumption. And they can be completely covered 
ONLY in this magazine — because 


no other news magazine 
no other management magazine 
— and no combination of any of them — 


covers the same people who subscribe to 


WASHING TON 


“a STUDY OF INCOMES OF 
SUBSCRIBERS” 
* 


“NEW HIGH FOR BUSINESS NEWS” 
* 

“WHICH MAGAZINE IS MOST 
USEFUL TO YOU IN YOUR WORK?” 
— 

“STUDY OF NON-DUPLICATION OF 
SUBSCRIBERS TO USN&WR” 

- 

“TUST CALL ME GEORGE” 

a 
“CIRCULATION BREAKDOWN BY 
TYPES OF BUSINESS” 

* 

“CIRCULATION BREAKDOWN BY 
TITLES” 

* 


“$5,000,000,000 MARKET FOR 
CLASS CONSUMER GOODS” 


Duplicate copies of any of the above 
will be sent promptly upon request. 


It is self-evident that to buy with 
understanding depends on know- 
ing all the pertinent facts. 


Milton was right when he wrote — 
“To know that which before us 
lies is the prime wisdom.” 


HAROLD L. BEHLKE 
Advertising Director 
30 Rocketeller Plaza 
New York 20, N.Y. 


| a U.S. News & World A . 


* USEFUL NEWS FOR IMPORTANT PEOPLE x 


Read for a purpose—by more than a million intelligent men and women in 350,000 homes 
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WXYZ-TV Increases Rates 


WXYZ-TV, Detroit, has issued 
a new rate card, effective Sept. 
1. Class A time has been increased 
from $600 to $800 an hour; one- 
minute Class A spot from $100 to 
$140; Class B time from $400 to 
$550, and Class B one-minute spots 
from $65 to $90. 


rf ADVERTISEMENT amm 


Ad Scribe’s Item 


MILLIONAIRES, they tell 
me, are hard to please. 
That’s why Ad Scribe service is aimed 
at helping up-and-coming firms that 
need modern publicity at costs within 
average budgets. You get big-town 
ideas, copy, layout for ads, catalog 
sheets, folders, etc. from my village ad- 
dress at Box 254-C, North Canton, Ohio, 


» 
> 


Sugar Short? It's Likely to Be 
Too Available for Comfort 

WASHINGTON, Aug. 10—Here’s a 
tip to sugar hoarders: the statistics 
are against you. 

With the purchase of Cuba’s 
1950 crop, U. S. sugar supplies for 
the year will total 8,600,000 tons. 
The most we have ever used—even 
in a hoarding year—was 8,100,000 
tons—8,500,000 if you adjust for 


By STANLEY E. COHEN, Washington Editor 


increased population. 

But here’s the payoff: the sugar 
industry is anticipating a 12,000,- 
000 ton supply in 1951. In fact, as 
it looks now, war or no war, the 
industry will be begging people 
to take the stuff off its hands. 

« * * 

Labor Statistics Commissioner 
Ewan Clague really meant it when 
he told Senate banking and cur- 


rency committee members that 
they were heading up the wrong 
alley when they tried to tie price 
and wage controls to the BLS Cost 
of Living Index. Clague says 
the index simply is not sensitive 
enough to be used as a “trigger” 
mechanism; he considers it merely 
a “guide.” 

Senators wondered whether a 
bigger appropriation might over- 
come his reluctance, but he still 
said “no.” He’s smart. Last time 
the BLS index was used to justify 
price and wage changes, the index 
became a center of controversy, 
and was subjected to special in- 
vestigation. Clague isn’t the kind 
of fellow to look for trouble. 


> a 
Former newsman Jack Redding 


| | 
SYRACUSE, N.Y. center of the 


GROWING AREA in New York State 


FASTEST 


SY 


ALL BUSINESS 
IS LOCAL 


ACUSE 
| 


... The 1950 Census Proves It! 


Latest census data reports SYRACUSE 
and ONONDAGA COUNTY the fastest 


growing major city and county 
in upstate New York 


Surveys of U. S. census figures show Syracuse the fastest growing metropolitan 
center in upstate New York, her population increase representing 42% of the 
entire gain by all major cities in that area. Keeping pace with her leading city, 
Onondaga County shows a 15% population increase, a greater rate of growth 


than any other leading upstate county. — 


The consistent growth of metropolitan Syracuse from 258,352 (1940) to 
293,925 (1950) can be attributed in large measure to the continuing expan- 
sion of Syracuse's wide diversity of industries which help maintain steady em- 
ployment and high family buying power. And the prospering economy of the 
area is further enhanced by Central New York's rich farming region, a billion- 
dollar industry in itself. Long recognized for its consistently high-level retail 
sales volume, this responsive market now offers greater sales opportunities 


than ever. 


SYRACUSE NEWSPAPER CIRCULATION 


provides blanket coverage of this important area. Now, 
more than 215,000 daily and 333,000 Sunday circulation 
carries the message of manufacturer and retailer to this 
big, able-to-buy market. 


For Complete Market Coverage 
COST... 


at ONE LOW 


HERALD JOURNAL— POST STANDARD 


(Evening) 


HERALD-AMERICAN POST-STANDARD 


(Sunday) 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 


(Morning) 


(Sunday) 
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moves from the offices of the Dem. 
ocratic National Committee to the 
Post Office Department. There's 
more than political patronage in. 
volved. Ae Assistant Postmaster 
General, Redding will specialize 
in public relations. Certainly no 
government agency needs a public 
relations man more urgently. Fun- 
ny thing: Post Office, which hag 
more contact with the public than 
any other government agency, 
gives virtually no thought what. 
ever to its relations with its cust- 
omers. 


Next big mobilization fight wil] 
be over renegotiation, as farm bloc, 
mining bloc seek exemption. The 
administration said exemptions 
left a big gap in World War II re. 
negotiation. It wants Congress to 
pass a bill applying 'to all. 


Congress also faces the problem 
of wartime labor disputes. Mem- 
bers say War Labor Board of 
World War II gave too many in- 
creases; that something more rigid 
is needed this time. Here’s a sur- 
prising opinion from an industry 
member of the old War Labor 
Board: He says the most destruc- 
tive assaults on wage stabilization 
were led by employers anxious to 
complete deals with big labor. This 
man’s against the triparte system 
(three labor—three industry— 
three public). He feels the board 
should have public members only. 


When will consumer goods pro- 
duction start to taper off? There’s 
still only one sure answer: a good 
many months from now. Manu- 
facturers here to get munitions or- 
ders find that the military still 
hasn’t decided what it will buy. 
Auto people estimate a minimum 
of 15 months will pass before they 
have orders for tanks, tool their 
plants, and get into production, 
Meanwhile it is important to keep 
reminding ourselves that a $30 
billion mobilization program is not 
an impossible pill for the Ameri- 
can economy to swallow. It takes 
some belt tightening here and 
there, but in the final analysis it 
will probably require only about 
10% of our industrial capacity. 
During World War II, 50% of our 
capacity went to war. 


Bit by bit, the evils and dif- 
ficulties of price control are com- 
ing back into focus. For example: 
how do you freeze the price of 
wool, when 80% of our supply is 
bought in foreign markets which 
are beyond control of an OPA? 
And what happens to the price of 
appliances, when total production 
is reduced and unit cost up? Will 
we freeze styles and models, or 
risk price ceiling evasion by 
manufacturers who make a change 
here or there, and sell the same 
thing under a different name at 4 
more comfortable margin? One of 
the questions this week is why 
Congress doesn’t avoid the quib- 
bling over price-wage legislation 
by simply re-enacting the 1942 
OPA Act. Shakespeare once said, 
“A rose by any other name would 
smell as sweet.” 


SOUNDS LIKE MAGIC WORKS LIKE MAGIC 


YOU could set type for an ad like this right at your ow® 
desk. It's no trick at all with FOTOTYPE - the stream 
successor to metal type. Just slip die-cut cardboard 
letters into exclusive, self-aligning composing stick 
Slashes type costs. Makes layout preparation easier, 
faster. Wide selection of type faces. Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 
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Campbell Soup Co. 
Starts Month-Long 
School-Lunch Drive 


CAMDEN, N. J., Aug. 9—Camp- 
pell Soup Co. will launch its an- 
nual September back-to-school 
campaign around the theme of 
selling foods used in America’s 
favorite school-day lunches. The 
campaign will last a month, be- 
ginning Sept. 9 with Campbell’s 
television debut on the “Saturday 
Night Revue” on NBC-TV. 

The drive this year will be based 
on a survey which reveals that the 
most popular lunches are soup and 
dessert; soup, sandwich and des- 
sert; soup and sandwich; soup and 
salad. 

This information, plus the fact 
that every day 27,000,000 Ameri- 
cans have soup for lunch, is being 
passed along to retailers in a pack- 
aged promotion designed to help 
grocers sell the food used in “fa- 
vorite lunches.” 


s Actual theme of the new Camp- 
bell’s campaign is “School Days 
Mean Bigger Appetites,” based on 
the idea that food sales rise when 
youngsters return to the three Rs. 
The campaign will also run in ten 
consumer magazines. ‘ 

The sales kit being distributed 
to dealers is in the form of an en- 
velope which looks like a child’s 
school bag. It includes a pencil and 
ruler for the grocer’s own use. Ma- 
terial inside explains in detail the 
month-long promotion. 

In addition to the Jack Carter 
portion of the “Saturday Night Re- 
vue,” Campbell will support the 
sales drive on its two radio shows, 
“Double or Nothing” and “Club 
15.” 

The magazine campaign will 
consist of full pages in American 
Home, Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, Life, McCall’s, Parents’ 
Magazine, The Saturday Evening 
Post, Time and Woman’s Home 
Companion. 

Ward Wheelock Co. is the agen- 
cy. 


To Armstrong, Schleifer 


Armstrong, Schleifer & Ripin, 
New York, has been named to han- 
dle the advertising of Hasco Co., 
New York, mailing devices and 
systems. A direct mail campaign 
will be launched, followed by 
newspaper advertising. 


THERE'S CONCENTRATED 
BUYING. POWERiI 

VINSTON-SALER 
* LOOK AT THE EVIDENCE ~— 


1949 a 
Postal Receipts \\ 4 
j \'¥ 
Mi 6 $1,017,961.78 ih 


Since 1948 An Increase 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
KELLY-SMITH COMPANY 


National Representats 


es “Soe ee eee 


Seaboard Plastic Names S&E 
Seaboard Plastics Corp., Irving- 
ton, N. J., manufacturer of build- 
ing materials and roofing supplies, 
has appointed Shephard & Ed- 
wards, New York, to handle its ad- 
vertising program. Reginald E. 
Gilbert is account executive. 


‘Trattic World’ Ups Rates 

Traffic World, Chicago, has an- 
nounced advertising rate increases 
of about 10%, effective Sept. 1. 
The basic page rate has been rais- 
ed from $340 to $375. 


88% of Housewives 
in Pittsburgh Favor 
Price Controls Now 


PITTSBURGH, Aug. 8—Housewives 
here voted 7 to 1 in favor of price 
controls, but opposed rationing of 
products to consumers by a 2 to 1 
vote, in a recent survey conducted 
by Guide-Post Research here. 

Of 1,000 women interviewed, 
88% thought the government 


should control prices as it did dur- 
ing the last war, while only 34% 
thought the government should is- 
sue ration books to consumers. 
Lack of enthusiasm about the pros- 
pect of rationing, according to C. F. 
Ackenheil, director of the research 
organization, seemed to stem from 
remembering the troubles they had 
with ration coupon books during 
the last war. 

On the question of the govern- 
ment freezing wages at their pres- 
ent level, the women were divided 
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evenly, half voting for and half 
against the freeze. 


Cottington Transferred 

C. H. Cottington, vice-president 
of Erwin, Wasey & Co., Los Angel- 
es, has been transferred to the New 
York office where he will head 
radio and television activities. 


Adolph’s Names Deutsch 

Robert H. Deutsch has been ap- 
pointed advertising and sales B ane 
motion manager for Adolph’s Food 
Products, Los Angeles. 
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published seven days a week! 


It is the great newspaper of the rich San 
Gabriel Valley . . . THE PASADENA 


STAR-NEWS. 


It leads in circulation 


Daily and Sunday . . . It leads in total 


ATLANTA 


linage National and Local! 


PASADENA. pe 


—-STAR-NEWS 


‘THE NEWSPAPER OF THE S4N GABRIEL VALLEY =~ 
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Represented nationally by CRESMER & WOODWARD, INC. 
* NEW YORK * 
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Another Squared Circle Lawsuit Makes 
Comptometer Weary of 1947 Ad Copy 


BERKELEY, CAL., Aug. 7—A Uni- 
versity of California scholar has 
sued Felt & Tarrant, Comptometer 
maker, for $1,000 which he claims 
the firm offered in a Time maga- 
zine ad for June 9, 1947. 

“$1,000—If You Can Do It,” the 
copy declared. “One Grand, Cash 
Money—and all you’ve got to do is 
square the circle...” 

So James R. Tessman, teaching 
assistant in math at the university 
here, has filed suit in justice court, 
declaring that he has indeed 
squared the circle. He has also, as 
the ad demanded, doubled the cube 
and trisected a triangle’s angle. 


ws The stopper ad explained: 
“You are allowed to use a 

straight edge and a compass—but 

nothing else. Please note: We’re 


| pretty sure the bet’s safe. 


“Because mathematicians have 
tried since antiquity to solve those 


- 


“WILL YOUR 
BREAK-EVEN POINT 


BREAK YOU? 


It can, even though volume and price levels are high and immediate 
sales problems seem low. 


Until recently it was critically important to keep above the 


high postwar break-even point. Today, the break-even point has another 
meaning for industry’s executives. Most companies are operating well 
above this critical point, and many companies are tempted to coast along. 


But the fact is that each dollar of sales over and above break-even 


points is a dollar that can be more fully invested to strengthen your 
company’s competitive position. The profit margin widens with 
increased volume, and a greater percentage can be safely allocated 


to intensive sales effort. 


Some aggressive companies are seizing this opportunity. They will 


be the leaders in their industry tomorrow. 


And more and more of these alert managements are enlisting the 
services obo MODERN INDUSTRY, the monthly magazine for 


executives in industry, in this drive. 


*Title of Modern Industry's pioneering article on break-even point analysis, September, 1947. 
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three problems with only the tools 
mentioned. And they regretfully 
say it can’t be done...” 

Tessman disagreed, however. He 
told the court he had performed 
these feats in a few weeks’ work. 
Now, he declared, he was tired of 
waiting for the money. 


s As proof, he submitted with hig 
suit two pages of turgid mathe. 
matical formulae. 

“The solution can be accomp- 
lished to any finite degree with 
any finite number of equations,” 
he gladly explained. “With an in- 
finite number of equations, one 
can arrive at infinite accuracy. ..” 

Court Clerk Floyd Talbott, after 
pondering the infinity of it all, 
declared the court would have to 
hire an expert to study Tessman’s 
equations. 


COMPTOMETER UNWORRIED 

Cuicaco, Aug. 8—Officials of 
Felt & Tarrant told AA they are 
not worried about the outcome of 
James R. Tessman’s suit, especially 
since a similar suit, filed in the 
municipal court of Los Angeles 
two years ago by Carl H. Savit, 
math instructor at California 
Institute of Technology, was dis- 
missed by the court. 

They wearily admitted, how- 
ever, that they will never again 
run an ad offering a prize for any 
feat, no matter how impossible. 
Since the ad appeared, about 250 
“solutions” have been submitted 
by professional and amateur 
mathematicians. 


gw Quickly, the agency (N. W. 
Ayer & Son) found it necessary to 
get help from a math instructor 
at Temple University in going 
over them and pointing out the 
failure to perform the advertised 
feats without some sort of modern 
assistance. 

The ad has provided the company 
with some unexpected publicity, 
but it has also proved a headache 
and a considerable expense. Some 
of the correspondence with those 
submitting “solutions” has tended 
to drag on interminably and be- 
come slightly acrimonious, and the 
cost of defending the suits, in 
which expert mathematicians are 
usually required as witnesses, is 
also no mean item. 


Franklin T. Grimes Named 


Franklin T. Grimes has been ap- 
pointed sales promotion manager 
for the Whirlpool washer division 
of Whirlpool Corp., St. Joseph, 
Mich. He fills a new position creat- 
ed as a result of the expansion of 
Whirlpool’s national sales organi- 
zation. Mr. Grimes was formerly 
sales manager for State Distribut- 
ing Co., Milwaukee. 


Gruen Offers New Films 


Gruen Watch Co. is offering 4 
new film service free to authorized 
Gruen dealers. For television there 
are 40 b&w 16mm films, from 10 to 
60 seconds, stressing all important 
watch selling events. For theaters 
there are 13 one-minute color 
playlets, one-third of each being 
devoted to the dealer’s name and 
address. ° 


Mrs. MacKenzie Retires 


Mrs. Lillian W. MacKenzie, di- 
rector of service at American As- 
sociation of Advertising Agencies’ 
New York headquarters, has re- 
tired after 32 years of continuous 
service. Mrs. MacKenzie, who has 
been director of service since 1930, 
was voted a resolution of apprecia- 
tion by the Four A’s. 


RTTV Appoints Picarelli 


Rudolph R. Picarelli, formerly 
a special agent for Prudential Life 
Insurance Co., has been named 
sales service coordinator of KTTV, 
Los Angeles. He will take over the 
duties of John Rovick, who re- 
turns to the program department. 
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FOR DEPARTMENT STORE TV—Two views of the TV stage which 
N. Snellenberg & Co., Philadelphia department store, has built 
into its auditorium so that its daily daytime TV show can be 
staged there. A continuous stage, with a built-in angle, allows 


Philadelphia Store 
Builds Special 
Stage for TV Shows 


PHILADELPHIA, Aug. 9—A stage 
specifically designed and built for 
television purposes has been erect- 
ed in the auditorium of N. Snellen- 
burg & Co., department store here. 
The stage was designed by the 
WCAU-TV engineering depart- 
ment and is believed to be the first 
of its kind in this area. 

Reason for this development is 
to stage the “Snellenburg TV Jam- 
boree,” a daily hour-long variety 
show for women (2-3 p.m.) over 
WCAU-TV. 

The new stage and auditorium 
are located on the second floor, 
and traffic must pass through main 
upstairs departments to reach the 
auditorium, where the audience 
participates in the television show. 


a The stage is two feet above floor 
level and is shaped to a 42-degree 
angle so that the main stage is di- 
rectly in front of the audience- 
viewers, while the display stage, 
used for commercials, may be seen 
by the audience merely by a slight 
turn of the head. There is no break 
between the stages, thus enabling 
a master of ceremonies to step 
from the front to the commercial 
stage in very little time. 

The display stage itself is 30’ 
long and 15’ wide, and is built to 
accommodate about a dozen com- 
mercials, Generally the Snellen- 
burg show has about six commer- 
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® Over 1,600,000 Circulation 
guaranteed and audited. 

® Stays in the home 365 days in 
the year. Sells the year ‘round. 
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1951 Issue closes Oct. 16th. 
Write for Rates and Full Details 
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PUBLISHING COMPANY 


ATLANTA, GEORGIA 
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the entertainment features and the commercial sets to be staged 
without difficulty, and also allows the studio audience to watch 
both without discomfort. .The unit is on the second floor of the 
store. 


18 wide. A traveler curtain is 
used to separate the front end from 
the back, where a full-size kitchen 
has been installed for demonstra- 
tion purposes. Both stages have 


cials per program. At the far end 
of the display stage is a ramp to 
facilitate the movement of heavy 
items to the stage. 

The main stage is 24’ long and 


complete adjustable incandescent 
and fluorescent lighting systems. 
Individual lights also can be 
moved about for concentration, if 
necessary. 


ws The television control room is 
to the left of the main stage and 
is fronted by “skrim” material. 
Thus, the producers of the show 
can follow all the action on the 
stage without the audience seeing 
them. This was arranged also to 
enable cameras to turn 180 de- 
grees on the stage without showing 
the booth. Complete dressing room, 
offices and storage space are lo- 
cated behind the stage. 

The stage also offers real camera 
and lighting economy because the 
same camera that handles the com- 
mercials can be turned around to 
pick up the main stage with very 
little trouble. 


Four A’s Adds Malone 


Norman Malone & Associates, 
Akron, has been elected a member 
of the American Assn. of Advertis- 
ing Agencies. 
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BBDO Appoints Collard 


Thomas Collard, for the past 
three years.a free-lance artist in 
San Francisco, has been appoint- 
ed art director of Batten, Barton, 
Durstine & Osborn, San Francisco, 


To Botsford, Constantine 

Botsford, Constantine & Gard- 
ner, San Francisco, has been re- 
tained to direct the advertising of 
Scott Co., heating, ventilating and 
plumbing contractor. 


CLIPPINGS 


News items, advertisements from 
U.S. newspapers and magazines. 
BURRELLE’S PRESS CLIPPING BUREAU 


Telephone: 165 Church St., 
BA 7-5371 New York 7 
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YOUR BEST SALESMAN... 


RINTING INK 


NIL 


Printing ink is the lifeblood of retail selling. Your sales message in printing ink on newspaper 


pages, brings customers to stores, makes them want to buy. 


Printing ink sells, too, on the pages in magazines, on posters, on billboards, on packages, on 


and remember it. Printing ink is your best salesman. 


papers can now carry color advertising. 


direct mail pieces. To make your advertising most effective, take advantage of the added selling 


force of color. The use of color in newspaper advertising continues to expand—almost 500 daily 


Only in printing ink can you reproduce your product or package as your customer will see it— 
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Worthington Moves How 


Jack How, in charge of con- 
struction equipment advertising at 
the Holyoke, Mass., plant of Worth- 
ington Pump, & Machinery Corp., 
has been transferred to the com- 
pany’s Dunellen, N. J., plant, where 
he will have charge of advertis- 
ing for concrete machinery, indus- 
trial mixers and water treating 
equipment. 


JOHN L. ROGERS 


Copy Service 


Well known, former N. Y. copy chief offers top 
thinking and performance on free lance basis to 
N. Y. and out-of-town agencies and advertisers. 
Write or phone for free monthly bulletin giving 
details, rates, letters from satisfied clients, to: 
JOHN L. ROGERS, 26 GRAMERCY PARK, 
NEW YORK 3, N. Y. (Phone GRamercy 5-6263.) 


Rexall Meetings 
Carry Story to 
18,500 Druggists 


Los ANGELES, Aug. 9—More 
than 18,500 drug store proprietors 
and sales people have attended the 
educational-sales meetings con- 
ducted by Rexall Drug Co. this 
year, the company reveals in a 
midyear report. Objective of the 
meetings is to keep Rexall fran- 
chise holders posted on develop- 
ments and trends in the drug bus- 
iness, to inform them of the Rexall 
ad program, and provide assist- 
ance to sales personnel. 

Three types of meetings are 
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held. Store meetings are conducted 
by field representatives at the re- 
quests of individual druggists. 
There have been 2,080 such ses- 
sions with more than 10,000 at- 
tending. 

Currently four slide films are 
being shown: “Mr. Dowling Gets 
the Picture,” a description of 
methods and objectives of the 
company’s advertising program 
nationally; “How to Be a Crea- 
tive Salesman,” and “How to Han- 
dle Open Calls,” both for sales 
personnel; “Mr. Dowling Promotes 
a Sale,” telling how to promote a 
sales drive, step by step. 


= Regional meetings for druggists 
have been staged for some 6,000 
persons. At these a headquarters 
merchandising man tells the latest 
news and developments. This is 
followed by an open forum with 
both Rexall personnel and drug- 
gists sharing the platform. 
Seventy-five beauty schools 
have been staged for 2,500 cos- 
meticians. These include compre- 
hensive coverage of beauty prep- 


arations and their application, and 
a study of customer problems en- 
countered. 

Rexall estimates the meetings 
have reached 85% of its franchise 
holders. 


NAB Polls Military Status 

The National Association of 
Broadcasters’ research department 
has launched a survey of the 
broadcasting industry to determine 
its position in the present crisis. 
The survey is seeking to find (1) 
the number of active and inactive 
reservists employed, (2) age 
brackets, marital and dependency 
status of employes and (3) num- 
ber of World War II veterans em- 
ployed. 


NAEA to Meet in Chicago 

The Newspaper Advertising Ex- 
ecutives Association will hold 
its 1951 annual meeting at the 
Edgewater Beach Hotel, Chicago, 
Jan, 22-24. Louis E. Heindel, NAEA 
lst vice-president and advertis- 
ing director of the Wiscosin 
State Journal and Capital Times, 
Madison, Wis., is in charge of the 


program. 


ANNOUNCEMENT 


THE SOUTH’S NO. 1 FARM MAGAZINE 
WILL BE PUBLISHED IN 3 EDITIONS* 


SOUTHERN 
Stn 


*Effective September, 1950 issue 


Throughout the Southern States there is a com- 
munity of interest, not divided by opinion and 
cultural differences. The only natural divisions are 


those of soil — crops — and wholesale distribution. 


The three editions of FARM AND RANCH- 
SOUTHERN AGRICULTURIST shown here follow 
the divisional lines that are most important to the 
seller of goods. Edited for Southwide as well as 
local interest, they will provide maximum advertis- 


ing effectiveness and flexibility. 
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NORTH CAROLINA 


NEW FLEXIBILITY AND MARKET SELECTIVENESS 
FOR BOTH NATIONAL AND REGIONAL ADVERTISERS 


RATES 
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SOUTHWIDE 
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1400.00 


FARM AND RANCH PUBLISHING COMPANY, INC. 
NASHVILLE, TENNESSEE 
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DALLAS, TEXAS 


Hot Dogs, Beer and 
Female Flagpole 
Sitter Sell Cars 


San Francisco, Aug. 9—Horse. 
trader Ed, who keeps this city 
rocking with his zany sales pro. 
motion stunts, has done it again— 
this time with a lady flagpole sit- 
ter. 

The unpredictable used car 
dealer has deposited—with the aid 
of a helicopter—Erma Leach, full. 
blown blonde former beauty con- 
sultant, atop a 790-inch flagpole 
at his Van Ness Ave. sales lot for 
a projected 118-day stint. 

If she completes this “tour,” thus 
breaking the world’s flagpole sit- 
ting record, Erma will receive $5,- 
000. After that, she makes $2,500 
for each additional month. 

Erma’s_ five-by-six-foot plat- 
form atop the pole contains a bed, 
chair, toilet, shower, desk and tele- 
phone. 

“Any time Erma wants any- 
thing,” Ed explained, “all she has 
to do is phone for it.” 


s Entire cost of the project, in- 
cluding the helicopter and lolly- 
pops, hot dogs and beer for the 
spectators, was virtually beyond 
calculation, the Horsetrader ad- 
mitted, slapping his six-guns. 

“But,” he shrugged, 
cares?” 

Neatest tie-in promotion with 
Ed’s latest creation was accom- 
plished by Acme Brewery, through 
its agency, Foote, Cone & Belding 
Adjacent to the scene of the “sit- 
ting” stunt, always surrounded by 
hundreds of the curious, stands 
an oversized painted bulletin with 
the legend: “Lady Flagpole Sitters 
Do It!” and the asterisked explan- 
ation, “Ask for ACME Beer.” 


“who 


‘Radar of Selling’ Shown 


to N. Y. Advertisers 


“The Radar of Selling,” new in- 
dustrial film sponsored by the 
National Industrial Advertisers 
Association and financed by the 
Putman Publishing Co., had its 
first showing Aug. 7 before a local 
group of industrial advertisers 
when it was presented before a 
special summer luncheon meet- 
ing of the Industrial Advertising 
Association of New York, attend- 
ed by 175 members and guests. 

Russell L. Putman, president 
of Putman Publishing Co., Chi- 
cago, attended the showing and 
was introduced by E. Scott Patti- 
son, executive vice-president of G. 
M. Basford Co., who acted as mas- 
ter of ceremonies in introducing 
the picture which was first shown 
in June at the annual NIAA con- 
ference in Los Angeles. 


‘ME’ Issues New Rate Card 


Mechanical Engineering’s new 
rate card, effective Sept. 1, shows 
rate increases for all units. One 
page is up to $450 from $360 for 
one insertion, and one-half page is 
changed from $192 to $245. A new 

unit is a 1% page that can be had 
in four different arrangements for 
$630, for 12-time insertion. Bleed 
may be. added and color may be 
used at regular rates. 


Mrs. Helen Coombs Killed 


Mrs. Helen Coombs, wife of Ed- 
ward T. Coombs, Detroit manager 
of Midwest Farm Paper Unit, was 
killed and Mr. Coombs seriously 
injured in an automobile accident 
near Morristown, Tenn., July 27. 
Doctors at Neighbors Clinic, Mor- 
ristown, expected Mr. Coombs to 
be sufficiently recovered to be 
flown to Chicago the end of last 
week. 


Bauer to Head Gibson Agency 


Harry Bauer, production manag- 
er and account executive since 
1930, has been named president of 
George H. Gibson Co., New York 
agency. Mr. Bauer has taken ove! 
all interests in the Gibson company 
from the estate of the late Luis 
Gibson. Thomas D. Endicott, copy 
chief, space buyer and account eX- 
ecutive, has been made a vice- 
president. 
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the 
pied piper 


Now 


rides 


Pensvetreu moppets follow “The Ghost Rider” in 
legions, over WCAU-TV every day. “The Ghost Rider” 
has no off season —right on into summer there are more 
requests for membership than ever before. 


“The Ghost Rider” westerns have more juvenile 
viewers than any western feature in Philadelphia. 


As further evidence of “The Ghost Rider’s” popu- 
larity (if more is needed) he was “mobbed” by 30,000 
howling, adoring youngsters at his first personal appear- 
ance at Fairmount Park in Philadelphia on July 4. 


CBS affiliate—Channel 10 


ER Ee ein TERS! apm he a eS ee ee en eee ee 


And for more documented facts, “The Ghost Rider” 
has tens of thousands of returned performance cards and 
letters from enthusiastic parents which bear witness to 
the fact that they watch his program —and that his good 
conduct code is followed to the letter. 


This loyalty speaks for itself. And if you know any- 
thing about children, you know how demanding they can 
be for the product their hero endorses. 


If you want a following for your product in Phila- 


delphia, follow “The Ghost Rider.” 
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General Foods Fills 
Three Sales Posts 


New York, Aug. 8—General 
Foods Corp. bas appointed a new 
manager of grocery sales and two 
new product managers. 

Hugh R. Conklin, previously as- 
sociate sales manager for all gro- 
cery products of the Franklin Bak- 


Elliott-Smith Conklin 


Prout 


er division, has been named man- 
ager of grocery sales for that divi- 
sion. Mr. Conklin succeeds Clif- 
ford Spiller, who recently was pro- 
moted to general manager of the 
division. 

William W. Prout, formerly as- 
sociate advertising manager for 
Franklin Baker grocery products, 
has been appointed product man- 
ager of Baker’s premium shred and 
Southern Style coconut, Log Cabin 
syrup, and Wigwam syrup, a new- 
ly created position. 

Paul Elliott-Smith, formerly 
with Murray Breese Associates, 
has been named product manager 
in charge of sales and advertising 
for La France and Satina, also a 
newly created post. 


Welch Pomotes Two 


Clarence Flint has been ap- 
pointed sales manager and Robert 
C. Daugherty assistant sales man- 
ager of James O. Welch Co., 
Cambridge, Mass., candy manu- 
facturer. Robert H. Welch Jr. re- 
mains vice-president in charge of 
sales and advertising. 


Wilkes Barre to Lindsay 

Wilkes Barre Lace Mfg. Co., 
New York, maker of dinner cloths 
and net curtains, has placed its ad- 
vertising with Lindsay Advertis- 
ing Agency, New York. Trade pub- 
lications and magazines will be 


Names Atkinson A. M. 


Tom Atkinson, formerly with 
the Atlanta Constitution, has been 
appointed advertising manager of 
the Georgia Grocer, Atlanta. 
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Corin Joins von Zehle 


Jerome Y. Corin has joined 
William von Zehle & Co., New 
York, as account executive and 
consultant to the agency’s clients 
on distribution and merchandis- 
ing. He was formerly sales and ad- 
vertising manager of the fresh, 
frozen and canned meats, 
vegetables and fruits divisions of 
Puritan Beef Co. 


Peacock Picks Walsh Agency 


Walsh Advertising Co., Montre- 
al, has been named to direct adver- 


fish, | distributor of Chun Kin 


tising for Peacock Brothers Ltd., 
Montreal, engineering concern. 
Full-page ads in trade publications 
and a direct mail campaign will 
be launched this fall. 


Two Name Olmsted & Foley 
Chun King Sales Inc., national 
oriental 
foods, has placed its advertising 
with Olmsted & Foley, Minneapo- 
lis. Newspapers, magazines and 
farm papers will be used. The 
agency also has been appointed 
by Northland Foods Inec., manu- 


facturer of Wilderness pie mix, a 
ready-to-use canned pie filler 


land 


Rexall Signs Western Series 


Rexall Drug Co., Los Angeles, 
has signed for 260 transcribed 15- 
minute open-end western shows 
featuring Garry Goodwin as em- 
cee. The show, “Rexall Rhythm 
Roundup,” has been produced in 
Hollywood for the independent 
franchised Rexall dealers. Pres- 
ent plans call for using the show 


Newspapers will be used by North- ing 
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in 400 to 650 local markets on a 
3-a-week to 5-a-week basis, start- 
Sept. 1. The show was pro- 
duced by the radio production di- 
vision of Counselors Advertising 
Agency, Hollywood. 


Sponsors Korda Films 


Full-length Alexander Korda 
films are being shown every Sat- 
urday evening over KGO-TV, San 
Francisco, under the sponsorship 
of Granny Goose Foods of Oak- 
land. Russell, Harris & Wood, San 
Francisco, is the agency. 
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It's the Brand Name 
That Counts Among 


Razor Blade Buyers 


New YorK, Aug. 10—Nearly 
nine out of every ten men buying 
razor blades ask for them by 
brand, according to a survey con- 
ducted by National Family Opin- 
ion, Toledo, O., for the Brand 
Names Foundation here. The study 
showed 88.4% of the men inter- 


viewed called for blades by brand. 

Brand allegiance was strong 
among men between 35 and 44 
years of age, with 91.9% of those 
interviewed saying they had de- 
cided on one or more brands be- 
fore entering the store. Nearly 
81% said they bought one brand 
exclusively. 

The survey also showed that 
women constitute nearly half of 
those buying blades for family use. 
The women showed nearly as high 
a brand allegiance as men, with 


79.8% saying they depended on 
trade names in blade purchases. 

Men between 20 and 24 years 
old ranked high in dependence on 
well-known brands, 88.6% saying 
they purchased only familiar 
trademark blades. Of men in the 
25 to 34 age group, 88% said they 
bought only advertised name prod- 
ucts. 


Cowan Purchases ‘CQ’ 


S. R. Cowan, president of Cowan 


Publishing Corp., New York, has 


repurchased CQ—The Radio Ama- 
teurs’ Journal from Radio Maga- 
zines Inc., New York. Mr. Cowan, 
former publisher of CQ, sold his 
stock interest in Radio Magazines 
Inc., in January, 1949. Effective 
with the September issue, CQ will 
have a new format and increased 
monthly circulation. 


Worden Joins Agency 


George M. Worden, formerly 
publicity manager and publications 
editor for Air Reduction Co., has 
joined Hill & Knowlton, New York. 


When you reach Popular Mechanics’ 
BIG Man Market you sell 


THE BEST MAN IN EVERY DOZEN 


BIG? Yes! Popular Mechanics gives you 
one man in every twelve in America. 
Popular Mechanics delivers this big, 
important, undiluted, adult male market 
... over one million circulation . . . over 
4\% million readers. If you’re building a 
schedule for any man-bought products, 
you can’t overlook this best buy in men. 


BEST? Yes! You can’t overlook the extra 
selling force of Popular Mechanics, a 
force that springs from the special char- 
acter of Popular Mechanics’ readership. 
The Popular Mechanics reader has the 
“P.M. Mind’. . . he’s more alert to 
ideas, more active, more interested in 
products and what they will do for him. 


He’s more receptive, more responsive 
to advertising . . . a fact proved again 


and again by surveys, by actual case 
histories, reflecting the amazing pulling 
power of Popular Mechanics advertising. 
The man with the P.M. Mind reads ads 
deliberately and consciously responds. 


Popular Mechanics pull can be har- 
nessed to get inquiries, mail orders or to 
send men into retail outlets to ask for 
products by brand name. It can be har- 
nessed to products of every kind bought 
by men. 

Get the Whole Story Now! 
Call your Popular Mechanics represent- 
ative now and get the whole story of 
this big man market, this more respon- 
sive man market, this best man market. 
Get the story and you'll put Popular 
Mechanics first on your schedules for 
men’s products. 


27 


RETAIL SALES 


Davenport $116,266,000 
Rock Island 51,594,000 
Moline — 57,121,000 
East Moline 10,556,000 

TOTAL $235,537,000 


THE DAVENPORT NEWS- 
PAPERS HAVE 99°, SATURA- 
TION IN DAVENPORT PLUS 
10,000 HOMES IN ILLINOIS 
WITH THE WEEK-DAY TIMES 
AND THE SUNDAY 
DEMOCRAT. 


DAVENPORT NEWSPAPERS 
The only Newspapers with Home 


Delivered Circulation on both the 
lowa and Illinois Sides of the 


Important Quad-City Market. — 
THE DAILY TIMES 


THE DEMOCRAT & LEADER 
represented nationally by 
dann & Kelley, Inc. : 


*Copr. 1950 Sales Management of Buying 
Power. Further reproduction not licensed. 
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Dennison Features 
‘Dinner in Itself’ 


San Francisco, Aug. 9—Denni- 
son’s Foods has launched a com- 
prehensive campaign in western 
markets to run through the fall 
season. 

“A Dinner in Itself” is the theme 
of the campaign. Ten weekly 336- 
line advertisements will appear in 
54 western newspapers from July 
through November. Four-color full 
pages will run in the Pacific Coast 
edition of Pictorial Review start- 
ing next month. 


WEST COAST 
ADVERTISERS 
In need of latest 
business or con- 
sumer market facts? 
Try our newly com- 
piled research files! 
Publishers’ 
Representatives 
1052 W. 6th St., Los Angeles 17 


The media schedule also calls 
for a series of one-minute TV spots 
in Los Angeles, Phoenix, San 
Diego, San Francisco, Salt Lake 
City and Seattle and 100% 24- 
sheet poster showings in selected 
Arizona, Oregon and Washington 
markets in September and Octo- 
ber. 

Featured in the advertising cam- 
paign are Dennison’s select beef 
with vegetables, pork and beans, 
meat balls with gravy, lima beans 
with ham, chili con carne with 
beans, and catsup. 

Brisacher, Wheeler & Staff is 
the agency. 


US Steel Names McKee, Mason 


William J. McKee, formerly 
sales manager, central area, has 
been appointed general manager of 
National Tube Co., a US Steel sub- 
sidiary. Louis W. Mason, formerly 
assistant to the general manager of 
sales, has succeeded Mr. McKee 
as sales manager, central area. 


‘Journal’ Issues 
Readership Data 


on May 7 Issue 


Data Indicate Large 
Issue Doesn't Affect 
Readership of Ads 


MILWAUKEE, Aug. 9—Publication 
Research Service has completed 
its study of the king-size, 254-page 
Sunday Milwaukee Journal of May 
7, 1950, largest issue ever subjected 
to a readership study by the organ- 
ization. 

The same methods used in the 
Continuing Study of Newspaper 
Reading were used by Publication 
Research Service in the Journal 
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centage May Novenber Metropolitan 
of Respondents 1950 1945 Averages 
Who Read Any Men Women Men Women Men Women 
Editorials 30% 17% 39% 18% 39% 21%, 
ics 83 75 77 70 85 78 
Financial News 51 23 60 28 28 9 
Radio or Video 
Programs or News 59 65 65 80 52 56 
Amusement News 49 60 = — 26 41 
Society News or Pictures ll 81 31 87 43 84 
Society News 3 41 — = 17 54 
Sports News or Pictures 89 42 90 40 84 45 
News 81 29 = = 73 26 
Racing News 60 i _— —_— 25 4 


study, so that comparisons with 
previous studies are possible. 

Data indicate that readership 
of the May 7 issue held up well in 
comparison with readership of a 
140-page issue of the Journal in 
November, 1945, according to Carl 
J. Nelson, PRS president, who di- 
rected the survey. 


a The May 7 issue carried 116 na- 


tional and 336 local ads, as com-| Loca 


pared with 91 national and 141 
local ads in the 1945 issue. Color 


. 


’ Every show above is a WFBR-grown prize-winning blossom! 
Each one was planted with great care and brought to full 


flower by a creative and production staff which enjoys the 


‘greenest thumb” in Baltimore radio. Each one is a long- 
time, high-Hooper perennial—the youngest 6 months— 
the eldest 11 years! Next time your radio budget says 

‘‘Baltimore’’— pick a bouquet of profits from... . 


ABC BASIC NETWORK * 5000 WATTS IN BALTIMORE, MD. 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


pages, except for the first pages 
of sections, pulled an average read- 
ership of 40% for men and 48% for 
women, B&w pages drew an aver- 
age readership of 38% for men 
and 41% for women. 

Data on advertising readership 
include the following table: 


Percentage May Metropolitan 
of Respondents 1950 Averages 
Who Read Any Men Women Men Women 
Display 95% 99% 89% 98% 
— 88 92 fa 


89 98 5 

Dept. Store 66 97 54 92 
Classified 43 50 40 35 
Amusement 43 53 45 56 

The “metropolitan averages” are 
“the composite picture of reader- 
ship for an appreciable number of 
large newspapers surveyed by 
Publication Research Service.” 

The Journal report also includes 
a special tabulation suggesting the 
higher readership gained through 
increased ad sizes. In the society 
section, for example, readership 
of 61 women’s wear ads was 
plotted on a graph, which showed 
median readership of 4% for 70- 
100 lines; 32% for 300-500 lines, 
and 55% for 1,100-2,400 lines. A 
full-page ad in the section scored 
a high of 77%. 


Individual editorial features in 
the issue showed both increased 
and decreased readership since 
1945, but there was no general 
trend toward decreased readership 
because of the large size of the 
paper. 

The accompanying table com- 
pares editorial readership of the 
May, 1950, issue with readership of 
the November, 1945, issue and 
average readership in other metro- 
politan newspapers. 

While the size of the issue and 
the large number of color ads (72 
pages carried color) make it pro- 
hibitive for the Journal to offer 
marked copies of the issue, marked 
master copies are available at the 
Journal offices or at any offices 
of O’Mara & Ormsbee Inc., pub- 
lishers’ representative. 


Francis Gonda Co. Expands 


Francis D. Gonda Co., Los 
Angeles, has moved to larger of- 
fices at 4015 Wilshire Blvd. Addi- 
tions to the executive staff include 
Dennis O’Sullivan, Carl Maye and 
H. David Shulgold. Art director 
is Robert D. Book, and Marianne 
Mosner will direct radio and tele- 
vision. 


Universal Names Snow 


Universal Industries, West Som- 
erville, Mass., manufacturer of 
Univex, automatic vegetable peel- 
er, has placed its advertising with 
Cory Snow Inc., Boston., effective 
Sept. 1. Trade publications and di- 
rect mail will be used. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
Newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only of its kind ever made, Write now 
for this free information. 
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Buzlt at the retail level to get 
volume for the manufacturer- 


The Chicago Tribune 


Selling the consumer today still in- 
volves selling the retailer but, more 
than ever before, selling the re- 
tailer involves selling the con- 
sumer. What the retailer wants to 
sell is what the consumer wants to 
buy. 

To get retailers to take on your 
line—and to keep it—advertising 
today must be planned and used to 
build a consumer franchise ex- 
pressed as an important share of 
the day-to-day buying by consum- 
ers relatively undisturbed by com- 
petition. It must deliver the con- 
sumer at the store with a pre-sold 
preference for your brand. 

Token advertising or advertising 
designed primarily to impress re- 
tailers is no longer adequate. Re- 


tailers have little time to give to 


— Cuicaco TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker; 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4, also, 1127 Wilshire Blvd., Los Angeles 17 


personal selling. With hundreds 
and thousands of items in stock 
clerks have only enough time to 
learn about and push a few. 

The Chicago Tribune has worked 
out a procedure that recognizes the 
intensified need for manufacturers 
to base their operations on actual 
conditions at the retail level. It is 
tied into the retailer’s greater need 
for volume and turnover and his 
increasing emphasis on self-serv- 
ice and fewer brands per product 
classification. 

Based on a first-hand knowledge 
of selling the consumer in Chicago, 
the Tribune plan has the enthusi- 
astic support of retailers. It earns 
larger store displays and better 
shelf position. It gets more effi- 


ciency from the work of your sales 


Consumer-Franchise Plan! | 


staff. It involves no special dis- 
counts, deals, premiums or cut 
prices. 

The plan works in the big unit 
field as well as in the packaged 
goods fields. It can be employed in 
any market. It can get the immedi- 
ate sales volume you want. It can 
give you the strong market position 
you want as a foundation for ex- 
pansion. 

This is the kind of a program 
thatappealsto executives faced with 
high break-even points and stiff 
competition. A Tribune represen- 
tative will be glad to tell you how 
you can use it in your drive for 
greater sales. Ask him to call. Do 
it now while the matter is fresh in 


your mind. 
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Pro of That THE AMERICAN 


LEGIO 


Surveys Prove it! 


AN INCREASE OF 89% IN READERSHIP IN 3 YEARS—AND RISING STEADILY 


ree by: ra 


Ye 


Pa 


@Research and Media Directors 


Richard Manville’s reports to 
our editors are available for 


your personal examination. 


ADVERTISING TO MEN? 


Here are the facts to prove 
that you can get EXTRA VALUE 
for your ad dollar 


Top agency Research Directors call this one of the most 
exacting readership studies ever made. These facts mean 
extra value for your clients’ advertising dollars — better 
results for you. Eighty-nine percent increase in readership 
in three years — proved conclusively. That’s why The 
American Legion Magazine is breaking records in pro- 


ducing sales among men. 


Remember This 


When You Have jo 


3,000,000 MEN REi 
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Results Prove it! 
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DIVISION OF STATE INFORMATION 
© 1 GREGORY. Oncctes 


Nashuill 


March 31, 1950 


ia ’ 
@@® Baltimore Avenue, 
Kansas City, Mo. 


Dear Wr. 


Answering your letter of March 26th in reference to 
productivity of American Legion Magazine. 


We have been using American Legion since 1946, and it 
has the lowest inquiry cost of any of the general 
books. 


In the March issue of the American Legion we used two 
colums, four colors. This is the first time that we 
have tried color, and we do not have the figures on it. 


In 1946, cost was .274; 1947, it was .58; 1948, .22 cost 
per inquiry. Sorry I don't have the figures for 1949. 


I don't think that you will make any mistake in trying 

it out for Missouri copy, which, by the way,*is very 
attractive. A little later in the year when resulte are 
all in we will be happy to send you figures on this year's 
campaign. 


Director 


If you’re a “Show Me Advertiser” like the 
State of Missouri—you’re interested in proof, 
not claims. 
Mr. Gregory’s letter, and the statements 
that appear to its right, are samples of the 
kind of proof we’re prepared to deliver. 


“American Legion Magazine by far outdrew any 
other publication or media in point of reader 
interest reflected through mail inquiries.” 
C.T.—New York, N.Y. 
“... we have already received a multitude of 
inquiries from all over the country.” 
J.A.W.—St. Louis, Mo. 


“You will be interested to know that between 
twelve and thirteen hundred orders resulted 
from this ‘write-up’ and the very large majority 
of these orders contained the one dollar or 
money order of that amount.” 

E.B.W.—Detroit, Mich, 


“I think you will be interested to know that this 
rating in the Legion Magazine topped the rat- 
ings this same ad received in all the other na- 
tional magazines in which it appeared.” 
G.E.M.—New York, N. Y. 


“We are happy to say that the response has been 
one of the heaviest of all the various publica- 
tions.” P.H.S.—Montgomery, Ala. 


“..let me say that the results have been terrific.” 
L.A.K.—Evanston, Ill, 


“The response was wonderful. We have re- 
ceived hundreds of letters from veterans all over 
the United States and orders are being received 
in every mail.” S.C.F.—Lincoln Park, N. J. 


“You will be pleased to know that the number 
of replies or rather inquiries and individual or- 
ders we received from the readers of the Amer- 
ican Legion far exceeded the number received 
from other publications.” 

R.G.—New Britain, Conn. 


“Frankly, the influx of inquiries from individ- 

uals, dealers, jobbers, and distributors was, ex- 

pressing it mildly, simply amazing.” 
D.C.—Louisville, Ky. 


“Incidentally, readership of your publication 
must be terrific.” S.L.F.—Columbia, S.C. 


“When a single spread in a magazine lures bet- 
ter than a third of a million coupon returns, I’m 
convinced that advertising in that particular 
magazine is read and acted upon.” 

J.S.N.—New York, N.Y. 


jlomething to Sell to 
THE AMERICAN 


: LEGI 


MAGAZINE 


Lye » ‘ Bee 
,* 

7 ; 
¥ 
aS 
a 

i j 
; 
a 
Ei : 
* 
J | 
ee | 
| 
| 
a = 
4 Pe 
i cnaiaiiandeeeinanee 

; P| 

x 

. r 

} Pe ‘a 
Po ee : 
ee 5! 

a 

q - 

2 a 

1 Yours oven 

( CF7 > al 

\ B. T. Gregory, 

; 

/ — 

} : a 

make 
| ce 

| a 

| ee | 
| ud 
> 

= 

rit 
| aa 
ae 
| 0 ie 
a 
te 
‘ a 
7 
{ se 
si 
si 
asich 
ee 
Pee. 
Be 
cote 
ts 
7 

¥ was 
Sais pe re 

sos - 

4 

So - 

ne 

ae 

Be 

PTR ENG RR coh eNaate ene at Cee Ne Orme ia am St Gn fk Me I Monae Woes ig Ey i MR yee) Tae ew eee cole Somes ee: One W-) oo geen eA eee ee ce ae, ee ee ne ere ae gee Ne 2 eee Wak eR ela See a as, <n or ee ae eG cil ET nes A 


32 
= = 
Robert Kennett Adds Duties Advertising Volume Figures for July Issues of Business Papers 
Robert L. Kennett, manager of ‘ a ) 
WONS, Hartford, has assumed ad- These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
ditional duties of overseeing Sta-| duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 
tion WICC, Bridgeport, Conn., for| ard 7x10” type page. 
the time being, with Charles Park- 
er, WICC sales manager. Both sta- Pages Pages Pages 
tions are owned and operated by or ps: “ - “— i = | i 7 oa 
the Yankee Network. Dickens J. | Aero Digest -i:.--...----- Sh 56) ERaeht ieetiog cccclcll. Mh «ARG | Salts Canpranimately: 334 436" )——not In stan 
Wright, WICC manager, recently | “mo.) ............e00005 *51 39| Civil Engineering .......... 41 39| dard 7 x 10” pages. 
resigned to become manager of American Builder ......-... us 4p ee bY = Electrical Equipment ........ 265 308 
Station WPAT, Paterson, N. J. merican City .......+.+.++ were Dg nee i AS Industrial Equipment N 661 635 
’ ’ American Dyestuff Reporter .. ‘75 75 | Construction Digest (bi-w.) .. '*143  *145 rial Equipment News .. 
pt Machini ist (bi-w.) .. '*320 *347 | Construction Methods & Industrial Maintenance ...... 120 145 
—, — Wess coccee > ro} . po my foo eeme **° “= = New Equipment Digest ...... 425 447 
Analytica a ae onstruction News Mo ese 5 
Architectural Foren piommoie 148 114 | Constructioneer (bi-w.) ...... 9*151 #105 i a — saa = 
Arehitecteral Record Pe Mina? % ) oe ee oo moasemnoes ose §104 $97] Development ............. 212 174 
ive Digest ...... oe ‘ontractors ng . 
Automotive Indestrics (somi- Monthly (994 x 14) ...... *50 og | Tempus Spy tow .. G2 0 
AD dsesdssteenvecsoce 155 149] Dairy Record (w.) ......... 165 71| Total 1/9 page units ..... 1,864 1,873 
Aviation Operations ......... *37 *35 1] Design News ..........05- 120 103| Total units divided by 9 = 207 208 
Aviation Week .........6-+++ — **119 | Diesel Progress (9 x 12) .... 58 56 we 3 Y 7 x 10 pages 
Bakers Heloer (iw) nee ee ellie AM ccccoscro) 2] Total unit divided by 4 = 466 a8 
PRP 31 32 Drug t Cosmetic Industry .... *95 *92 TRADE GROUP 
Brewers’ Digest ..... . .43 37 | Electric Light & Power ..... 81 79 
Brick & Clay Record “44 *36 | Electrical Engineering ....... #36 *50 | Air Conditioning & Refrigera 
Bus Transportation ......... 81 109 | Electrical Construction & tion News (w.) aie x 16) 51%66 4*60 
You'll never find a better, blacker and | Butane-Propane News Maintenance ............. §*145 177 | American Artisan .......... 117 114 
more permanent drawing ink than (42 X OY2) «+. eee eee *91 *85 | Electrical South ............ 49 42 | American Druggist ......... 92 
Craftint’s New “66” —It’s extra water a Cheese & Milk Electrical West ............ 65 67 | American Lumberman & 
gueel: too. Products Journal ........ ; = a Electrical World (w.) ....... ‘ous $290 alee 4 oy Mer- erase ag 
Canner raft og ees eveede eee WCTFOMIES oc ccccccccccces andiser (bi-w.) ........ 
eee iene, MAMUEALTORINN co, | Ceramic Industry .......... *66 #58 | E insoring & Mining Boot & Shoe Recorder 
for wit sized sam- 1227 E. 52nd te — & Engineering News ; . — rams (passapesesesss¢ 14 GORE OED conc ccccccccse *139 *132 
AL Cleveland, Ohio RR ee > door *300 #308] Suliuine St — SD coves 7 6S 
Excavating Engineer ......... 33 33 ato Sine foe ST Edition 
Factory Management & Combinations .......... *28 *36 
Maintenance .........++- 188 191] — Druggist Editions ........ 57 64 
Fire Engineering .......... 38 34 General Merchandise— 
cust a. sc ececeeceece 102 olds s Veriety Sere Editions .. iw ia 
+ rocery Editions ......... 
fl A 2s "4g. | Denartment Store Economist. 74 68 
Foundry iy ree #175 | Domestic Engineering ....... 168 136 
 haahghclyle a alata al ali Electrical Dealer ........... 41 36 
«Py Ey epeeeen 4 877 Electrical Merchandising oie ae 
Heating & Ventilating ...... 59 65] Electrical Wholesaling ......  '*64 
Heating, Piping & Air oy Se maa News 
WE sncancecesta 141 131 NL 1§*157 *145 
Ice Cream-Review .......... 76 90 Florists’. Review (W.) wee eee '*332 *332 
Industrial & Engineering Fueloil & Oil Heat ......... 96 76 
BE Ciascnsveveese 101 103 | Geyer’s Topics ............. 65 67 
Industrial Finishing 4 Fee 28 29 
‘a X 6Yo) . 73 70 | Hardware Age (bi-w.) ...... 1§*692 §*649 
Industry & & Power . 75 111 an a Pater *61 *65 
niand Printer .. 54 | Mosiery jerwear 
I an 78 SEE CE sccpcccccssceccce 101 91 
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Advertising Age, August 14, 1950 


July Business Paper 
Ad Linage off 5.6% 
from July of 1949 


Cuicaco, Aug. 8—July advertis- 
ing linage in 249 business papers 
showed a decline of 5.6%, as com- 
pared with linage in July, 1949, 
according to the monthly tabula. 
tion by Industrial Marketing. 

Total pages run in July this year 
were 24,540, a drop of 1,462 from 
July of last year, when 26,002 were 
run. The cumulative total of 182,. 
416 pages for the first seven 
months of 1950 was off 4.7% from 
the 191,364 pages carried in the 
same period last year. 

Among the 149 reporting pub- 
lications in the industrial group, 
July linage this year was 2% be- 


104] low the total for July a year ago. 


The group carried 15,717 pages in 
July, 1950, as compared with 16,- 
034 pages in July, 1949, a loss of 
317 pages. 


we The six product news periodi- 
cals carried 466 pages this July, 
a drop of two pages or 0.4% from 
the 468 pages last year. The loss 
in July offset a small gain during 
the preceding month this year. 
Cumulative figures for the year, 
however, show a gain of 1.2% or 
44 pages for the year (figured on 
a basis of approximate 7x10” 
pages, instead of 34%4x4%4” units). 

The 52 publications in the trade 
group dropped 15.6% in July (5,- 
587 pages in July, 1950 and 6,619 
pages in July a year ago), but on 
the cumulative tally, the group was 
off only 3.9%. Class publications 
continued to increase slightly, up 
2% in July and 0.8% for the year, 
The group carried 1,753 pages of 
ads this July and 1,718 pages in the 
same month last year. 

Export publications have dropped 
12.6%, with a cumulative drop of 
11.7% or 961 pages, for the first 
seven months of 1950. 


Month of July 

Classification Pages Pages 

1950 1949 

Industrial 15,717 16,034 

Product News 466 468 

Trade 5,587 6,619 

Class 1,753 718 

Export 1,017 1,163 

Pages 

1950 1949 

Revista Rotaria ............ 5 7 
Spanish Oral Hygiene 

(4-5/16 x 7-3/16) ...... 36 3% 

Textiles Panamericanos ...... _ 49 50 

WEE 6 ccdevcesesercooes 1,017 1,163 


§Includes a special issue 
*Includes classified advertising 
‘Estimated 
*Two issues 
‘Three issues 
“Four issues 
Five issues 
(7 x 10 Dats, oe 
|||Does not inc 
Section. 


Ss advertising in special Western 


John Mills Names Agency 


John Mills, Arizona resort oper- 
ator, has appointed King, Acker- 
man, Deckard & Burch Inc., Phoe- 
nix, to handle advertising and 
public relations for his interests. 
Herbert Littlefield, advertising 
manager for the Mills enterprises, 
will direct and coordinate the 
agency’s activities for the resorts. 


DeBaggis Named Sales Boss 


Al DeBaggis has been appointed 
to the newly created position of as- 
sistant sales manager of Boyle- 
Midway Inc., a division of Ameri- 
can Home Products Corp., New 
York. Prior to his association with 
American Home Products within 
the past year, Mr. DeBaggis was 
with Lever Bros. 


Mrs. Dorothy Smith Resigns 


Mrs. Dorothy Davis Smith, ac- 
count executive at Gaylen E. 
Broyles, Denver, has resigned ef- 
fective Aug. 15. She will move to 
Dallas. 


Bu-Tay Appoints Franklin 

J. A. Franklin, formerly with 
Los Angeles Soap Co., has been 
named sales manager of Bu-Tay 
Products Ltd., Los Angeles, soap 
manufacturer. 
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Advertising Age, August 14, 1950 


Goebel Brewing Co. 
Adopts Bantam Can 


Detroit, Aug. 9—Goebel Brew- 
jing Co. of Detroit and Oakland, 
Cal., has scored what it believes 
js another first among makers of 
nationally distributed beer with 
the introduction of a new eight 
ounce “bantam” can. 

Edwin J. Anderson, Goebel pres- 
ident, said that the decision to in- 
troduce the bantam can was in- 
fluenced by the evident swing 
toward small packages in the beer 
field. Eleven years ago, Goebel 
pioneered the bantam bottle which 
Mr. Anderson said has been exten- 
sively copied. 

“In today’s competitive market, 
it is necessary to endeavor to keep 
at least one step ahead of competi- 
tion,” Mr. Anderson remarked. 


s “The Goebel bantam was de- 
signed with quality appeal and 
shelf visibility as paramount in im- 
portance. Scores of designs were 
rejected before we got exactly 
what we wanted,” he said. 

The eight-ounce bantams will be 
packaged 36 to the case. With the 
addition of the bantam can, Goebel 
now offers the most diversified 
line of packages of any brewery 
in the country, Mr. Anderson 
added. 

The bantam can is being sup- 
ported with the full weight of the 
Goebel advertising program in 29 
states with extensive use of news- 
papers, outdoor, radio and tele- 
vision. 

Goebel’s ad program was not 
increased to promote the bantam, 
but the little one is being given 
preferred treatment in the com- 
pany’s promotion. 

Brooke, Smith, French & Dor- 
rance, here, is the agency. 


NESCO Names Blumenschein 


Eugene Blumenschein has been 
appointed sales manager of the 
electrical division, National 
Enameling & Stamping Co. James 
Dodge has been named assistant 
sales manager of the electrical 
division. Mr. Blumenschein was 
formerly Chicago district manager 
of NESCO’s housewares division. 


Chapman Joins Equitable 


Equitable Savings & Loan Assn., 
Portland, Ore., has appointed 
James Donald Chapman, formerly 
with the Portland Oregonian, as 
director of advertising and public 
relations. 


BANTAM—Edwin J. Anderson, president 

of Goebel Brewing Co., holds one of 

the new 8-oz. bantam cans developed by 
4 the company. 


To Place Hay Fever Ads 


Erwin, Wasey of Canada Ltd., 
Toronto, will place 800 and 160 
line copy in Ontario papers this 
month for Wood-Fingard-Eaton 
Co., Toronto, featuring Inhal-It 
electric inhalator cup and medica- 
tion and junior pocket size inhala- 
tor for treatment of hay fever, 
asthma and other allergies. 


WOW Appoints Guilfoyle 


Thomas M. Guilfoyle, formerly 
manager of the Omaha Chamber 
of Commerce publicity department, 
has been nameéd director of publi- 
city for WOW, Omaha. He is suc- 
ceeded at the Chamber of Com- 
merce by Wallace J. Oberlander, 
former newspaper and advertising 
man. 


ABC Appoints Street 


Robert A. Street, formerly sales 
manager of McClatchy Broadcast- 
ing Co., has been named a network 
radio and television account ex- 
ecutive in Hollywood for Ameri- 
can Broadcasting Co. 


Arlite to Dinion Agency 

Erwin Dinion & Co., New York, 
has been appointed to handle ad- 
vertising of Arlite combination 
screens and storm windows for 
Arlite Industries Inc., Newark. 


Agency Changes Name 

F. A. Ensign Advertising Agen- 
cy, Pittsburgh, has changed its 
name to W. Craig Chambers Inc. 


How You Can Put a Product Story 
before 60,544 Top Industrial Men 


for YY = 


Take a new product, or one that has a major improvement. Describe 
it completely. Illustrate it accurately. Send the information to Industrial 
Equipment News. Chances are a few days later you will hear from our 
editors. A pertinent question, perhaps, or a request for additional facts. 
When the description of your product is published you appreciate the 
extra effort, for your story is clear, concise, complete. This careful 
editing, based on plant experience and engineering background, makes 
IEN carefully read by 60,544 top production men and engineers in 


top industrial plants. 
* * * 


You can also use this medium to advertise new or established 
products. You reach the same top operating, engineering and produc- 
tion men, and you can tell your product story to them as many times 
as you wish. The cost is as little as $110 a month. For more facts, we 
invite you to send for the IEN Plan. 


Good for Selling because Used for Buying 
Controlled Total 


circulation ECA distribution 
° 65,170 


60,544 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 
461 EIGHTH AVENUE, NEW YORK 1, N. Y. 
Boston Chicago Cleveland Detroit Los Angeles Philadelphia Pittsburgh 
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AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER, covering:- 
FURNITURE & BEDDING . CURTAINS & DRAPERIES . FLOOR COVERINGS . CHINA & GLASS . GIFTS & DECORATIVE ACCESSORIES 
UPHOLSTERY FABRICS . LAMPS & LIGHTING . HOUSEWARES . MAJOR APPLIANCES . RADIOS. PHONOGRAPHS, RECORDS . TELEVISION 
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TAKE-OFF—Ready to board a Boston-bound plane are these executives of the New 

York office of the new agency combination of Dowd, Redfield & Johnstone Inc. 

The group was off to first big client-personnel business gathering of the new agency 

setup. Shown here are John C. Dowd (top, center), president; Ed d F. Johnst 

(holding hat, center), executive vice-president; and Harold L. Tuers (fourth from 
right). Others are account executives and copywriters. 


_€SERERRE 


FALL TV TEST SET UP—Earle T. Bumpous, vice-president, Jarman Shoe Corp., Nash- 

ville, congratulates Tom Harmon after signing the All-American to the company’s 

first television effort, which will start this fall over KTTV, Los Angeles. Frank G. 

King, station sales manager, is at right. The twice-weekly sports show, ‘Harmon for 
Jarman,” will constitute a test of TV by Jarman. 


HILLBILLY CHARM—While posing for publicity shots of the new Magnavox TV-radio- 
phonograph combination, Park Avenue Hillbilly Dorothy Shay managed to get in 
a plug for her own record albums. The happy recipient is Les Sholty, vice-president 
of Maxon & Co., flanked by Charlie Green, Doremus & Co. vice-president (left) 
and Harry Hagaman, advertising and public relations director of Magnavox Co. 


PRESENTATION—Blaine G. Wiley (holding plaque), executive secretary of National 

Industrial Advertisers Assn., shakes hands with W. H. Rowse, vice-president of Norda 

Essential Oii & Ch 1 Co., recipient of NIAA 1949 second place award in chem- 

ical and allied products division. Others in group are Fred Gardner, president, and 

Ralph Bennett, vice-president of Fred Gardner Co., Norda agency, and E. E. Bene- 
dict, Norda sales manager. 


PHOTO 
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MANASSA MAULER—When Jack Dempsey visited Petersburg, Va., as the guest of 

a Station WSSV client, the client and the station’s personnel persuaded him to 

take the mike. Flanking the ex-champ are James Lowell, WSSV commercial 

manager; Mrs. Evelyn Saunders, co-manager of Ross Jewelers; Gloria Fenderson 

of Petersburg (Miss Virginia of 1950), and Jack Laflin, sportscaster and emcee of 
the show. 


BY THE POUND—Shoppers at King’s Supermarket, Plainfield, N. J., eye a Hillman- 

Minx convertible priced at 83¢ a pound. The car weighs 2,093 pounds. The 

merchandising idea was worked out with Handy Motors, Hillman dealer in. New 
Brunswick, N. J. Anderson, Davis & Platte, New York, is the Hillman agency. 
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INSPECTORS—Store display for the “Post Recognized Values’ promotion held 
in Carl’s Market chain, Miami, gets a once-over from Melvin Weinkle (left), mer- 
chandise director for the chain; Donald M. Kerr, manager, food research and pro- 
motion for The Saturday Evening Post; and John Leonard of Batten, Barton, Dur- 
stine & Osborn, agency for the SEP. 


OF MANY USES—Jini Lee won the crown 

of “Miss Lewyt Vacuum Cleaner,” which 

is being presented by Alex Lewyt, presi- 

dent of Lewyt Corp., by demonstrating 

the many uses of her favorite vacuum 
cleaner. 


WOW-—A birthday surprise for Jerome 

B. Gray, partner of Gray & Rogers, 

Philadelphia, were golf balls—more than 

100 of them—each tagged with greetings 
from a staff member. 


BUT SUNNY—Conover Model 


Phyllis 
Hunt, winner of the title “Miss Sutra,” 
and John W. Beal Jr., president of 
Artra Cosmetics, wear happy grins over 
a bottle of Sutra in this publicity shot. 


CONFAB—Discussing ad plans for Richard Hudnut, Chen Yu and Courtley at a sales 

conference in New York are (left to right) John McClure and John Bates of Kenyon 

& Eckhardt; Jessica Canne, advertising manager, and Donald L. Bryant, advertising 

director of Richard Hudnut; G. Lynn Sumner of the Sumner advertising agency; Don- 

ald Beckett, advertising manager of Courtley; ond E. W. Newsom, vice-president 
of Kenyon & Eckhardt. 


TH 


TH 


¥ Senta : 
eG hie eee ee igh eine cas oper ; hy oe 
CO a ee ee ee ee ee os he ye : Tes sa : : i “a 
ie, a: Ree EPL RN ee . P 5 ce we 5 Spe e : ; ae 
el gee all Rana Re on i mo step oe ne F ae : en . ae : é 
id a: % a ay os ; 4 ra ‘ E es ie Rope aie ‘ 
“1 
a” % ‘eee 
’ ~ a ee : 3 
3 “, s b Sn, i — mares 
ee pe Se yr Pre eee ‘. . : one oe COMPUTE SuNCTION ee 4 
S pageat a a ll iaaiy: . 24: gillp enlace ae a5esua TALITS. ary j 
xs eoxeF - ~ ae + i (ae) a ae “ayy. g : 
, ' eB : oe a i Ss Rs oe a hee } PERT ial 
3 4 . eS rng, ez ie ree ie | Se as coe i | : Beech 
a iis sais ail inst ih as ee can ba iS ae ey acc ea Ae ge 
a ee i! ee ee ae iy 4 een: t ne A ee ae 
os ae : ae A i Sa se Ss perth cae i? am .* Bate, 7 
¥ %e. 4 = rice ae vs anny 8 2 t' a A , ‘is “) 
: §, ‘ * Se os, a Qik RRM pe Sn - “eae —,: f*) 7 : ‘ <- 
- ; et eae Pe ae Te ae oe oY > yy ee POs hae on 
ool ———<— ye ee, ee Sad =F asses ——_s 
“ ‘ ; . foe "oat. Sigs RS < Ae Se ; ioe Zs i So ee 
» 4 an : ate ee en ee aero " ae =; reas 
? s , ae eo a ca ty ay Pee ‘ ‘ " ere ae * , i ce 
a aes, pees © a . ee ee ra ; i Y i rude 8 25), 
vic ae ea hart a as Bas fos Saleh ae me \ 4 ; ioe “hee : . 
a ee nn eae i ee Re ee hr Pi Fi ae ane Ue . 
Mek (a eas _ 5 ‘ ig ae i : y . A Be a ; sh 
lh. ae Ce 7 a } > at be 3 ae f : ee el 
eis i ‘ = : . > yee): 
ER sk eT ee ee = ly oa : ; 
1 vipat = eatrets a ia a Gone cys! | ota -, ; . oa 
: ig . aes te ee ia — ee ( : 
iz = Rees es Be et Se} 17 = bei: a i ; g i a i \ P F E ge 
aoe ‘ A oe ee) ' < _ ; ~ a ie je 
— . wei oa 259 
Lg ae ‘» 
& eae ; ' : oe Lk 
rs Aisne €, <_<. ( = ae: > er << ~ aad? ae 
. = a ee a le ae” ea . aes ” ; ; | EN wa ane Ky a ee 
sii WE aie. ais 06 ee Pi ae fy —_- Pe oo ee Sta Vented * ofa 
a ™ . nt Ni eee r byl ae en ” io e ee Ch nea Rien a a < J ee ees Te f mbes ne J 
EGS eed Awe IEE Ze A ae ; | Sie Boe acd 
oF 9 4 | 4 2 a ie — . J & i Dees ia y “ elias 1 * Pty 
{ ; | ” « olay de Pe xi ee » ace. i 5p ‘ % 
id . ' ; : Pe ae Aa a ee we, $e 5 a 
‘ Bs a. = ol a h tee 2 ee i -. : 
% ., hash . 1 y e : 9 << : thy rei ue i wr Ie 7 a 
; ‘a Sa Bie toa. © 2 4 Lr. au i yo 4 i ; L. ES (al a 
. er a * 3 v = a 39 7 7 : : c ‘ 7" 
+ 3 “ we we ea 4 Bs : * - 4 . . ms ae 3 . Rog ok - ae 3 <! : : E 
7 "y ve Pd i ae ul af” io Oo oie 7 ms - . 
; r 5 dla u rate feet ¢ a i f et re es ee ce ieee ER oe : 
24 , with Find eee Ue ky tea me. - ? Sato) ee a Se. eg SA, Tice Me meee —— ee : 
- ij («Se joe 8 SS ee Payee “Fe 
5 A ee a E ee ; a Be ee se Fes bc gy CoG kad ee “ \ pee ye eM 
os e "OB 9 ie Pea at We 3 oi 2 So it, ol Fh ee. ye od ee te” me i : Fe ees 
TyAte tae - | ee Ph Sass ke y t SD, era EY fs + BA CaS i. aba 7 ae yet iy ae 1 - a We 
hte a aed iva. Bi ee : ‘ oe 5  _ £ii aes ae ow ‘na eer Tp ecu : ee : “ieee aa = an 
Bielwa RI jae eer 4 i Sl 2 denis alee ae cal aS >. a 
were *} er) aa ee Sie 4" ee Pe ee eee , op) GE yes Paes Sas é : Sp 
ee ag: pee ee : yee NOP RL ep rere is Ba. 
fo ete ee _ ig et 2 oe eae ey evo «ee oe Se ied eo age Gee ee en a eS ee Met 
ae em Gee ae Coe ot Mee et ait ee fe a ae CC Pace ‘ . oe 
aie er: Bi ski! co yee « : S le ME ak aaa Soa ll « a Jos a ; i 
Sens eS ee agile deen eee pe <3 a « ol — : - 7 7 ieee : Pes ‘ 
= Rallis pha ae cae at i) ear = oS: 4 ee “ meet (le 
vs sais, : : as wi ted ss —" ——— oe ae : eet aie re. ; aha 
; “s a P . —— a An ge ibe a EX. as 
: 5 Pa! ee ee ee ; ne. 
a . » it ae ca eee aes gare ' ae” 
— baa 1, . eR Gir gc ae & om is a4 J 
ee $s —— —— ' _ 
7 te 2 ‘ 
aed , sea yo! ae ty mE i a 
. ya er 6 a ’ “4 
Roce 6 an fee #4 auperns le < Se : aaa «| — 
cp > i : ar 9 ’ har peas ee ; can ee et ca ne gee 
ce Jig ae ae ee x i s es ae aes sae oem, mae 
- ae — - ae “if OF DOLLARS \ pint or 
si] ae ee a % 4 : i w Neel i ores 2 Pk 
i eines ba in* /  — : iW DRIZE ; oe iol ne 
ee ar Grau ; sie ad ; the =F : 404) 3 ‘ - pease ee cS ae Bas i 
eee see oy hi | ee . 7 ¥e AWARDS WOR s Tihoucy rR 3 e | as > aS eee » <a et 
ee ee - ae * a7, 0 2 Sema en 
ce i ey ol wn ne. f Naser ‘ As Or our thy} 2 i t- 7 : oto * a (iets dag re 
—— Bice ; ae a "4 ba oe 
Ree ete eis ees ‘ epee Nie ; es eet. .— ees 
ee a et : mS, a : : ° erie ore Here are a i as pie. YA m ; 
Banc 1 ae Ue ; od mer etre sees = * ae mM ha m 
abe ceo (8) me coe x bead 7 i . 
ak Ce « a i & 2 es a. Pst uae wae y < ' roe aise - 
are a _~ ‘ : s s : St (hae oe 
a - aoe a & S010 WOW in the Gene e e cS beget ce 
e me : it! oie ; : 4 Meet end Predece 3, nee aes raat 5 
- Pes Soetete af) as < a 
, ey o ’ ei j ; : , po 5 | i 3 cage ‘ A { > si 
iS) 4 ‘Wise i y : — , rd Ae ie . ee 
: oh Oa iy ; . . wae 
a " " ric loti ae 1 = ‘ ged 4 se ee” ee 
ss ciaccoae aaa 8 we ’ ; =e Bdi. i spy ' : ay elton 
ry ak ad re a ee ts" hat ‘obs : : ie 
oe panera ja nt é : fie se 4 
a ae 7 ae Site i _— y & of 
Oil ie oo 3c - . ea ii : aoe : * . aie 
alk ae tn) > ere er zon ae oo a Seen eS Sere ed pao ss Pee 
or es ie bg tlle a ae GES, aes yy ai 33 Bis e 
asics ee: ees Se Le ‘ ° Ss * = ens | ae 
Bs. Rete BO ce aaa | . 7 ae = - ree j e ; ¥ 
. ¢ 4 = a 
= 
eee | ee 
’ 4 ~ 
= no aces re ie ‘ i i es cent eke . " ~ ae 7 
en Ags s: Mos et ty ‘ 3 a “eo sy ; Ble | ig 
“ 1 . : _ F at , ts 's & < By 
: é 7 5 p ‘ “" Sts —- ™ 
Be sae " a! . E cna tebe A 4 . : — eh ae 
s , ape P # ¢ a. eer 
4 .\ q a ‘ c ‘ jae 
. » >. - fe =o, a : ht igi. ™ ey, a 
. = % y F ¢ es i : ee ‘ha 
| La > ¢ om Ne, 4 = se '@, 
| f «< J, a. ae | ye a ees hy | — [4 
E 4 . ct a Tee ¥ 2 a ‘ ; m Ys Psa 
4 i ee ae ae r ‘tae * a 1 = a ‘ Rix is s ‘ 
erg 4 ae ee 4 Te oe oS oe Se aes ae a o ¢ 84 >. % a ‘ ae 5? hot ome Pia? ? pig 
* St a Lae, pepe Ae ~ ma «| ot Se foe at 
4 . R ae ee Peeks Nolen em 1 ’ > al ; % a) ; A ee eee Po BS at 
> an es - . eae ne es , , eu a an : a ty ee ea SS | ee: 
‘ re ae mh ae t rv a ara ae . % gee is: F ; ie ’ ya aagh Oe eee : ete 
ie Lote % c . ey eS ee ee eats . me foc ae at i i a \ ee 3 ce hy elie Sa lg pase : oa. 
ee Fe: i _- 2h Si Coes ven a oe aren oe ee aa » a ee oe) a oe 
St 304 : fees Os ee % a a a 4 oO a Se, ae 
fe i eae ie Ye ig bet ae f i i a me . ahaa oy ws be g° ea ae i ™ roma! 
(2 ae A hae par) raps +; Se ae fe * {ae tee fe ie; ie s Saat : ima 
BPs Lies 4 ee 8 : oe Spe ar Ee ane es i: ; ; 
ee a 
: ere ae es +s ipa si Salant oR 
: . ; a ee Seether eh see ea ge a | - a ae set As Ca i ele fo i a ee es ‘ % 
Si anata ce ir. i he oa eee on a eo ehe a Pont vane yea Pen RE ge ree et iste ee a Dee A SER Ee aoe ee ee See 
ees 0) aes oot eee a ng + ee oe ces a ee eres : er er eae re ee Oak wD ag a cd Re 2 a 
5 les ee ak Si ease ee Wea ot ae oid arene ee es eae ee ei ais eR As i ee ee a lew iene a tas a ue Le a eS ae 
Ren ee epics se ty ee ee ee is Se ene een ee i) Prete Sg eee ap) Sam wre 
ra] Rite Ge et ee ne a Rai ee ati ee ee Oy OR Ce a, ty ea ne een er . 
nile S Sheth Rese Mat Fee eh) SS Re Sea 


fe ae Oe eT ee ee ral tal: eat yg) re ey ee oe a 


rown 
vhich 
resi- 


: bought, 


3 even though the nest of the family 
wanted amothev model 


J ° 
Thats night — NO CQL (unless it’s still in the showroom where Dad saw it)! For all the talk 
about dominant males—or powerful females—doesn’t change the fact that in most American homes, 
buying is a family affair. 
The way to get your company’s car into the garage, or refrigerator into the kitchen, or hotel on the 
vacation itinerary, is to sell every member of the family through THe AMErican MaGazINe. 


ome For over 85% of the men and women and young adults in THe AMERICAN MaGazine’s 
ers, . P 
~ more than 2,500,000 families spend an average of 5 hours and 24 minutes on every issue! 


This phenomenal readership is no accident—for Tot AMERICAN MacazINeE gives its readers 

| what they want. The fiction is exciting—wholesome—complete in every issue. 

The features include the most popular picture section in print. And most of all, the 
articles about America are authoritative, informative and inspirational. 


That’s THz American Macazine . . . always marching to an upbeat 
tempo—hopeful—optimistic. And always attracting readers who have the 
intelligence to choose what they want as a family unit and the 


merican money to buy what they choose. 


No wonder important people who have important things 


MAGAZINE 
oo to say—and advertisers who have good things to sell—speak 
fe through the pages of this MAGAZINE OF OPPORTUNITY. 
Jon- 


dent 
THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK 19, N. Y.* PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S AND WOMAN'S HOME COMPANION 


Rae A ieee i a lala aia a Pn Ne a Ce ea te dal ot Wa cl RR 0 ak RM, Da lb ee ih, A SM a ean on ee 


Pa ~ sy) gies 
ee ee Be CER, 
NN ae ee Si fo 
er ee 
! Sarco | 
Rie eocteatt HHH uy 
| PAI) Qo 1 I||| Eat 
. 1D ?|, mal a kad 
Ps ay } >" il | ri | 
i : =f = WK | 
5 | 3 2 8, | 
- Wy Y 
a A— <a S . 
TiN] ees | gol 
Gs | : 
| a oo Mer. SO} a i 
, 4: UES oe a ea a — ses UTT | 
“$f Af nk eat ~~ 5 
mA 
eee | 


mail to television. Many of his 
national honor. 


ate, married. 


NOW AVAILABLE— 
AN OUTSTANDING 


ADVERTISING & PROMOTION MGR. 


DIRECTOR of PUBLIC RELATIONS 


You are probably familiar with some of the ideas he has developed 
in the oil, steamship, hotel, and packaged goods fields. 
are you've read his book on public relations, now used as a text in 
many schools and colleges throughout the country. 


Thoroughly seasoned — yet young enough (35) for flexibility 
—he has been in complete charge of annual budgets close to 
$500,000. He has an intensive knowledge of all media, from direct 


Salary is important, of course, but opportunity for the future is 
of paramount interest. An excellent speaker, a University gradu- 


iT WILL PAY YOU TO SEE THIS MAN. 


Box 7674, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Chances 


ideas and campaigns have won 


No. 3702. Building Market and 

Outlook Surveyed. 

“Building and Remodeling Ac- 
tivities of Practical Builder Sub- 
scribers” is a survey of 1949-50 
residential, commercial and indus- 
trial construction. Volume, plans, 
price ranges, preferences for build- 
ing products and materials are 
shown. It is offered by Practical 
Builder. 


No. 3703. Soap Buying in Cleve- 
land Studied. 

Cleveland consumer buying of 
eight classifications of soap and 
related items is studied in this 
booklet, “Analysis of Soap Buying 
in Cleveland.” The effect of fam- 
ily characteristics on soap pur- 
chases is also shown. The booklet 
is offered by The Cleveland Press. 


No. 3705. Overseas Drug Market 
Analyzed. 

The importance of 110 countries 
and territories that annuaily buy 
$415,000,000 worth of drug and 
health supplies and equipment 
from the U. S. is studied in this 
booklet. It is titled “Overseas Mar- 
kets for U. S. Drugs and Health 
Products, Equipment and Sup- 
plies,” and is offered by Pharmacy 
International and El Farmaceutico. 


No. 3706. Study of Teen-Age Girls 
Cosmetics Market. 

Use, ownership, buying habits 
and brand preferences of Seven- 
teen’s teen-age subscribers in re- 
gard to toiletries, cosmetics and 
personal care products are tabu- 
lated in this consumer panel study 
offered by Seventeen magazine. 
Title is “Beauty and Personal 
Care Survey.” 


No. 3711. Ideas for Using Premi- 
ums; Supply Sources. 

How to use premiums and where 
to obtain them are told in this re- 
cently published Premium Buy- 
ers’ Guide. Over 1,000 suppliers 


Note: Inquiries for the items listed above will not be serviced beyond Sept. 25. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


—please print or type) 


Information for Advertisers 


and more than 7,000 premiums are 
indexed under: (a) names of sup- 
pliers, (b) types of products, (c) 
sex-and-age-appeal of premiums, 
(d) price of premiums. The di- 
rectory is offered by Premium 
Buyers’ Guide. 


No. 3716. New York Retail, Whole- 
sale Market Studied. 

The 28-county New York mar- 
ket area is studied in this booklet 
offered by the New York Times. 
Data on retail and wholesale sales, 
selected service trades, and on the 
hotel, tourist and amusement fields 
are given. Title is “Facts from the 
1948 Census of Business for the 
New York Market.” 


No. 3707. Analysis of Quality 
Hausing Market. 

The market outlook for quality 
housing as distinguished from mass 
housing is studied in this report, 
“Let’s Sell Quality Housing.” Com- 
parative expenditures on housing, 
food, durable goods, household op- 
eration, liquor, tobacco and amuse- 
ments are charted. The study is 
offered by Home Owners’ Catalogs. 


No. 3712. Radio Audiences Stud- 
ied in 116 Cities. 

Sets in use, ratings of networks 
and programs, and audience per- 
centages shared by networks and 
programs are told in this new ra- 
dio listening study of 116 cities in 
42 states. Title is “Radio Listen- 
ing in Home Town America.” It is 
offered by the Mutual Broadcast- 
ing System. 


No. 3713. Guide to Starting New 
Business Abroad. 


This folder is a checklist of serv- 
ices and helps available to firms 
planning or expanding a business 
venture overseas. Title is “How 
McGraw-Hill International Can 
Serve Your Company Overseas.” 
It is offered by Overseas Business 


Services. 


NAME TITLE 
COMPANY 

ADDRESS ............... 

CITY & ZONE STATE 


HELP WANTED 


POSITIONS WANTED 


Copywriter $8,000 


Food Field 
GEORGE WILLIAMS—PERSONNEL 
209 S. State St., Ha 7-2063 _Chicago 4 4 


Advertising | “Agency Account Executive 
(Senior) with mid or southwest back- 
ground is offered permanent job oppor- 
tunity in Texas by 25 year established 
agency with challenging national consum- 
er accounts. He may now sales or 
advg. executive of package goods or ap- 
parel manufacturer. Must know all media, 
be strong copyman, have 5 years small 
agency account handling experience or its 
equivalent; age 30-40, withstand rigid in- 
vestigation. Apply letter only, connections, 
type accounts, military status, personal, 
strict confidence, Chicago interview. Pres- 
ident, Albert Evans Advg., Ft. Worth 2, 
Texas. 

SALES MANAGER WANTED 
National organization soft beverage field 
looking for man of proven ability and ex- 
perience to direct field staff and fran- 
chised companies. Man between 35-40 who 
is interested in opportunity for develop- 
ing a real future. Give full details, ex- 
perience, accomplishments, salary require- 
ments, etc. 

Box 3284, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AN Led 


Writers, Publicity. Public Relations, Me- 
dia, Art and Production talent. 

THE HONES one 
14 E. Jackson Blvd. hicago 4 Ill. 


Asst. Advertising Mi. 
Immediate opportunity with fast growing 
mid-western manufacturer of construction 
machinery. Prefer young man, draft ex- 
empt, 25 to 30 yrs. with minimum 3 years 
practical advertising experience. Detail 
experience in first letter. Interview gladly 
arranged 

Box 3296, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
COPY-WRITER-job with real future with 
medium-sized but busy S. W. adv. agency. 
Can you write it simple, straight and 
clear? Do simple dialog com’'l? Make 
scratch layouts of nsp. ads, direct mail, 
etc? Run your own job? Then send usual 
details; exhibits later. Primarily creative 
job but this agency was built on sharp 
copy; knows how to appreciate it. 
Box 3298, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


PUBLICITY WRITER for national trade 
association in the building industry with 
offices in Chicago. $3,000 to start. 
Box 3303, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, ml. 


PROMOTION AND RESEARCH- Leading 
trade magazine in food field has opening 
for experienced person capable of han- 
dling direct mail and publication promo- 
tion; advertising sales presentations; 
sales research. Permanent position, 5 day 
week. Send full business and personal 
information, including salary desired, for 
—— All letters confidential. 

x 3304, ADVERTISING AGE 

ane E. Illinois St., Chicago 11, I. 
Direct Mail Copywriter with strong pub- 
lishing experience wanted by aeons 
magazine located in Washington, D 
Must write finished selling copy, be thor- 
oughly familiar all phases subscription 
promotion. Send resume and samples to 

Box 3305, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


SLIDEFILM WRITERS 
We have work for fully experienced top- 
notch sound slidefilm writers. Free lance 
basis. Prefer Chicago residents. State 
length of experience and number of your 
scripts produced. 
Box 3306, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
2 2 7 eeRT PLACEMENTS 
Adveeaars Editorial Sales Promotion 
a SPCOARS & ASSOCIATES 


it Service 
8 S. Dearborn St., ” Chicago 3; CE-6-6973 


- get-things-done chap with produc- 


PRODUCTION MANAGER 
Solid citizen—5 years with Eastern 
agency—wants opportunity good _ = 
concern Mid-west or South. Background 
20 years experience printing trades gives 
roduction know-how. 

x ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Sound public relations job requiring long 
range planning, execution by young man 
with 11 yrs agency, food association, mili- 
tary public relations experience. 
Box 3301, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER WHO THINKS 
Before she writes. Agency and retail ex- 
perience—headlines a specialty. 

Box 3302, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

REPRESENTATIVES WANTED 
Representative wanted for Chicago office 
established dealer magazine. Unusual op- 
portunity. To obtain interview, write 
why you think you are qualified, giving 
experience and personal data. 

Box 3297, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrew 1504 Dodge, Omaha, Nebr. 
OFFSET CUTOUTS, Most =e serv- 
ice in U. S. Just published—Offset Scrap- 
book #7. 950 reproduction proofs of pro- 
motional headings, — words and art 


real 


panels, only $3.00 paid. Literature 
free. A. A. ARCHBOLD, ‘Pablisher, 1209-B 
S. Lake St., Los Angeles 6, Calif. 


If you have an agile mind, a 
facile pen and a flair for creat- 
ing sales-winning trade promo- 
tion literature a big-league berth 
with an excellent salary is wait- 
ing for you at one of America's 
top television and magazine ad- 
vertisers (in business over 75 
years). Prefer an experienced 
‘“*heavyweight"’ copy-writer be- 
tween 30 and 40 who under- 
stands dealer psychology and 
knows what it takes to make re- 
tailers feature a luxury product. 
Salary open. Send a detailed 
letter and a snapshot. 
Box 7675, ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 


WANTED: POTENTIAL PRODUCTION 
POWERHOUSE 
Leading national marketing service 
located in NYC wants young (22-25), 


tion training and some experience. 
Perhaps now with ad agency or ad 
dept. but stymied and looking for op- 
portunity to grow into Production 
Manager’s niche. Must have working 
knowledge of 7 typography, 
engraving and binding me and 
love responsibilities and details. Our 
staff has seen this ad. Write details, 
starting salary, etc. 

Box 7673, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


POSITIONS WANTED 
Copy boy, large New York daily, desires 
more constructive editorial work any- 
where in U. S.; college graduate (cum 
laude); excellent writing ability. 
Box 3256, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
CORRESPONDENT available for full or 
part time in Chicago area. News, feature 
articles, photography. 
Box 3258, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
PROMOTION & PUBLICITY MANAGER 
15 years leading magazine and newspaper 
experience wants to make a change. Now 


employed. $12,000 
Box 3294, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


ADVERTISING MANAGER 


Nationally known manufacturer of 
products for industry in southeast 
suburb of Chicago desires man under 
35, preferably with industrial advertis- 
ing experience. Must write well, know 
sales promotion and merchandising. 
Write stating age, background, ex 
rience, ad expected. No phone c: 
PLEASE 


GEBHARDT and BROCKSON, Inc. 
600 So. Michigan Ave. 
Chicago 5, Illinois 


INDUSTRIAL 
ACCOUNT EXECUTIVE—COPYWRITER 
Seven years as group head, account exec- 
utive, copywriter with leading agency 
servicing top electrical corporation; three 
years servicing airframe manufacturer 
and misc. hard-goods accounts. Broad 
industrial background, engineering degree. 
Age 39, married, will relocate at own ex- 
pense. If you have a large & tough indus- 
trial account with heavy volume of col- 
lateral material—with or without con- 
sumer ye is your man. 
ADVERTISING AGE 

200 E. Iitinote St., Chicago 11, Il. 

L. A. COPYWRITER - FREELANCE 
10 yrs Adv. Agcy Exper. in NY & L.A. 
Big Variety of Accts...WH 9142 B. P. 
218 S. Hamilton Dr. Beverly Hills, Calif. 


Space salesman avail. Well known among 
adv. & agcys in Chgo & midwest. Sal & 


—_. 
ADVERTISING AGE 


200° E. ‘Tilinols St., Chicago 11, Ill. 


To Sponsor Weekly Films 

Los Angeles Brewing Co., maker 
of Eastside beer, has signed to 
sponsor five feature films a week 
at 8 p.m. on KFI-TV, Los Angeles, 
beginning Oct. 9, when the base- 
ball season ends. The company 
is now co-sponsor of Los Angeles 
Angels games on the same station. 
The weekly films include a west- 
ern on Mondays, a mystery on 
Tuesdays and Thursdays, a series 
of “A” films on Wednesdays, and 
general features on Fridays. Live 
commercials will be used on the 
series. Lockwood-Shackelford, Los 


Angeles, is the agency. 


Advertising Age, August 14, 1959 


Living Costs Near 
Peak for Postwar 


New York, Aug. 8—Food prices 
have jumped to the front of aj 
consumer commodities on an up- 
ward scale since June 15, accord. 
ing to the latest report of the Na- 
tional Industrial Conference Board, 

The board sets the over-all ay. 
erage rise in consumers’ prices at 
1.3% from June to July, with June 
15 as the base comparison date. 
The price situation was surveyed 
in ten major cities three weeks 
after the beginning of the Korean 
war. 

The increase in prices of con- 
sumer products over the month 
increased living costs to within 2% 
of the postwar high of August, 
1948. As the major group in the 
cost of living index, food costs 
were still more than 5% below 
their postwar high, according to 
the report. 


@ The board’s index for July, 1950, 
is 163, and for June, 1950, it stood 
at 160.9. The base month of the 
index series is January, 1939, when 
it was 100. 

The tabulated data from the sur- 
vey showed the following changes 
in the components of the index 
for ten cities: 


June, 1950- July, 1949. 

July, 1950 July, 1959 

ea Up 28% Up 2.5% 
SE édessctacee Up 0.4% Up 16% 
PD: ésnbedeia> Up 0.1% Down 0.7% 
DT webtetnecds<es Up 05% Up 2.1% 
Housefurnishings Up 0.3% Up 0.1% 
ME Whadessssba Up 0.1% Up 13% 


The survey covers these ten 
cities: Birmingham, Ala., Boston, 
Chicago, Denver, Detroit, Indian- 
apolis, Los Angeles, New Orleans, 
New York, and Philadelphia. 


Thompson Develops 
14 Student Nurse 
Ads for Ad Council 


NEw York, Aug. 9—A series of 
14 newspaper ads has been dis- 
tributed to dailies and major week- 
lies by the Advertising Council 
here as part of its 1950 campaign 
to recruit 50,000 student nurses. 

The ads, ranging in size from 
300 lines to full pages, were dis- 
tributed in proofsheet form. They 
were prepared by J. Walter 
Thompson Co., veteran volunteer 
agency on the council’s student 
nurse recruitment activities. Free 
mats are available on each ad. 


2 Name Newman, Lynde 


Newman, Lynde & Associates, 
Jacksonville and Miami, has been 
appointed to handle the advertis- 
ing of Sav-A-Battery Inc., Jack- 
sonvilie, manufacturer of Sav-A- 
Battery filler caps. The agency 
also has been named to direct the 
public relations and publicity of 
the annual convention of the Na- 
tional Automobile Dealers Assn. 
Sgr to be held in Miami Jan. 


Regents to Sponsor TV Show 


Riggio Tobacco Co., maker of 
Regents cigarets, will sponsor 
“Leave It to the Girls,” over the 
NBC television network, 7 p.m 
EDT, starting Aug. 20. The show 
has been sponsored previously on 
a cooperative basis. Brooke, Smith, 
French & Dorrance is the ‘agency. 


Baker Appoints Two 


Frederick W. Smith, vice-presi- 
dent in charge of sales, has 
named executive vice-president 
of Baker Refrigeration Corp. 
South Windham, Me. Mark E. 
Mooney, formerly with Carrier 
Corp., has been appointed sales 
manager of Baker. 


WREB Names Harold Robatot 


Harold G. Robator, news com- 
mentator and announcer, has been 
named general manager of WREB, 
Holyoke, Mass. WREB will go on 
the air about Sept. 1, with a pow- 
er of 500 watts on 930 kc. Day- 
time operation only is planned for 
the first several months. 
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Florida Citrus Income 
Reaches $175,000,000 


Citrus Commission Says 
Frozen Juices, Ad Push 
Contributed to Record 


LAKELAND, Fia., Aug. 9—Citrus 
growers in Florida received an in- 
come of $175,000,000—an all-time 
record—during the period from 
July 1, 1949, to June 30, 1950, ac- 
cording to the annual report of the 
Florida Citrus Commission. 

Several factors combined to 
make the °’49-’50 season a banner 
year, the commission declared. 
Among them were the tremendous 
increase in the production and con- 
sumption of frozen concentrated 
citrus juices; the commission’s ad- 
vertising and promotion program; 
better prices because of severe 
freezes in competing areas; the 
new Florida Citrus Code, under 
which the industry operated for 
the first time, and the new Florida 
Citrus Mutual—a growers’ organ- 
ization. 


sa However, the commission gives 
its $2,000,000 advertising and pro- 
motion program an _ important 
share of the credit for the record 
income. 

The program is based on facts 
turned up through the A. C. Niel- 
sen Co. food index service on cit- 
rus juices, consisting of bi-monthly 
reports on prices, inventories, sales 
volume, etc., and reports by In- 
dustrial Surveys Co., which oper- 
ates a cooperative project with the 
U. S. Department of Agriculture. 

The Industrial Surveys reports 
provide data on movement, prices 
and distribution of fresh citrus 
fruits by producing areas, plus in- 
formation on characteristics of 
families purchasing citrus prod- 
ucts. 


s With basic market research data 
available, the commission during 
the past year aimed its advertis- 
ing, merchandising and publicity 
at three principal groups—con- 
sumers, the food trade and the pro- 
fessional market, which includes 
medical, pediatric, dental, hospital 
and home economics specialists. 

Consumer advertising, handled 
through Benton & Bowles, New 
York, has been concentrated in 
magazines and mewspapers, al- 
though television and spot radio 
have been used for special promo- 
tions, and point of sale material 
is employed in a continuing educa- 
tional drive. 

The magazine phase of the drive 
has received almost half of the 
funds spent by the Florida Citrus 
Commission On consumer adver- 
tising. Color ads are run in Better 
Homes & Gardens, Farm Journal, 
Ladies’ Home Journal, Life, Mc- 
ong and The Saturday Evening 

} 


® Throughout the history of the 
commission, copy has been built 
around three major appeals— 


health, taste and the competitive 
angle. 

In the early days of the commis- 
sion, Florida produced less than 
half of its current citrus crop, and 
ads were designed to cash in on the 
market which already existed for 
citrus fruit consumption. The ap- 
peals were strongly competitive, 
and copy plugged hard at the idea 
that Florida oranges had more 
juice and sweeter juice at lower 
cost. 

Advertising for grapefruit, how- 
ever, was negligible before the 
commission took over and, as a 
result, ads have been designed 
primarily to expand the market 
for grapefruit. 


w Tangerines, of course, were a 
minor crop but, since they already 
had been accepted as a holiday 
fruit, the ad strategy was designed 
to point out the advantages of 
serving tangerines in place of rich 
sweets during the Christmas holi- 
day season. 

Advertising did the job expected 
in moving Florida fruits and pro- 
duction increased, so much, in fact, 
that the possibility of overproduc- 
tion received increased attention. 

For the past several seasons, the 
commission’s magazine advertising 
has been devoted to expansion of 
the primary consumer market for 
oranges. Advertising copy has 
pounded away at the health angle. 
This, of course, dovetails well with 
the state’s continuing drive for 
tourists (sun, fun and health) and 
has been expanded steadily. 


= In addition to the magazine in- 
sertions, the citrus group during 
the past season used b&w news- 
paper ads in 106 papers in 93 mar- 
kets. The cities covered comprise 
the major market areas for Florida 
fruit and, from November to May, 
the ads stressed the advantages of 
fresh Florida fruit. 

Oranges and grapefruit received 
the majority of newspaper funds, 
although smaller 225 and 300-line 
ads were used for tangerines in 
December and January. 

In addition, a special orange and 
grapefruit campaign was run in 
13 midwestern cities during April 
and May, and a special Valencia 
orange ad was run in 16 papers 
during the April national orange 
promotion. 


a The food trade push was sched- 
uled from November through Au- 
gust, in 23 publications in the food, 
fountain, hotel, restaurant and 
produce fields and has been based 
primarily on success stories ex- 
plaining how individuals have 
worked out methods for selling 
citrus products profitably. 

The ethical or professional phase 
of the citrus promotion, with a 
1949-1950 budget of about $65,000, 
was handled through Noyes & 
Sproul, New York. 

Copy aimed at the country’s 


Th 


mo CROW 460 


You'll have Plenty to crow about when you 
find how easy it is to successfully tap the huge 
Dairy Industries market. You reach the men 
who Decide thru MILK PLANT MONTHLY 
the publication which has Helped them decide 
Since 1912. ABC Audited Since 1929. 


Milk Plant Monthly 


327 SOUTH LA SALLE STREET, CHICAGO 4 
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YOUNG & MAYERS—John Orr Young 
(left), co-founder of Young & Rubicam, 
congratulates Henry Mayers, president of 
The Mayers Co., Los Angeles, on his 
election as president of the First Ad- 
vertising Agency Group. Mr. Young was 
conference leader at the group's recent 
four-day session in Long Beach, Cal. 


150,000 physicians, 11,000 osteo- 
paths and 350,000 nurses was 
scheduled in nine medical publica- 
tions. Ads also ran in three publi- 
cations in the pediatric field; two 
dental journals, four hospital pub- 
lications and three periodicals in 
the home economics field. 


a As part of its 1949-1950 mer- 
chandising program, the commis- 
sion expanded its merchandising 
staff to include 25 men, who oper- 
ate in 11 regions in the U. S. and 
two in Canada. 

The merchandising division per- 
sonnel made 32,250 individual 
calls during the year, conducted 
146 juice demonstrations, cooper- 
ated with newspapers on the 
schedule to expand local tie-in 
ads, participated actively in con- 
ventions and meetings of organi- 


zations responsible for selling cit- 
rus products, and distributed dis- 
play material, educational litera- 
ture and Florida citrus recipe 
booklets. 

In addition, the publicity and 
public relations program, handled 
by Dudley, Anderson & Yutzy, 
New York, has specialized in de- 
veloping citrus food recipes and 
information for food page editors 
of newspapers and magazines, and 
homemakers’ programs on radio 
and television. 


g@ One of the most important proj- 
ects of the commission’s public re- 
lations program has been the in- 
troduction of frozen concentrated 
citrus juices, through a program 
designed to condition consumers to 
feel that the new products were 
desirable. This activity preceded 
advertising for the concentrates by 
many months. 

During the year just ended, pro- 
duction of the frozen orange juice 
concentrates increased more than 
100% and the concentrate indus- 
try now appears likely to become 
one of the most important outlets 
for Florida citrus fruits. 

The potential market for the fro- 
zen juices, according to many seg- 
ments of the industry, is many 
times the size of the current pro- 
duction. 


Roy to Michener & Holland 

Michener & Holland, Philadel- 
phia, has been appointed to han- 
dle advertising of Milton Roy Co., 
Philadelphia, manufacturer of con- 
trolled-volume pumps for the 
process and power industries. 
Trade publications, direct mail and 
catalogs will be used. 


McCullough Located in NY 


T. O. McCullough, recently ap- 
pointed sales manager of the mer- 
chandising division of the Gerity- 
Michigan Corp., Adrian, Mich., 
will make his headquarters in the 
company’s New York office. 
Plans are being prepared for a 
newspaper, TV and radio campaign 
this fall to promote Dishmaster, 
the company’s new pushbutton 
dishwasher. Albert Frank-Guenth- 
er Law, New York, has the ac- 
count. 


Todd’s Appoints Factor 


Todd’s Inc., Los Angeles, men’s 
apparel retail chain, has placed its 
advertising with Ted H. Factor 
Agency, Los Angeles. Radio and 
newspapers will be used. 
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NATIONAL REPRESENTATIVES 
RA~-TEL 
420 LEXINGTON AVE., N.Y.C. 
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In every business . . 


. including all 


branches of advertising . . . management must decide which is most 


important: salesmanship or service? Selling is competitive. Service is cooperative. 


The thirty-two members of the Chicago Photoengravers Association 


are frankly competitive in selling, but they have banded together to 


cooperate in raising standards of service to buyers of photoengravings. 


They work as a team to maintain high standards of craftsmanship among the 


more than 1,000 craftsmen they employ, to train young photoengraving 


craftsmen, and to assure fair trade practices. Their names, 


listed below, are a buyer’s guide to photoengraving service. 


AD-PLATE ENGRAVING CO. ¢ AMERICAN COLORTYPE CO. ¢ BLOMGREN BROS. & CO. ¢ BONCRAFT CORP. ¢ CENTRAL TYPESETTING & 
ELECTROTYPING CO. e COLLINS, MILLER & HUTCHINGS; INC. e COLUMBIAN ENGRAVING CO. « R. R. DONNELLEY & SONS CO. « DOT 
ENGRAVERS, INC. ¢ THE FAITHORN CORP. « FOOTE, CONE & BELDING « GLOBE ENGRAVING & ELECTROTYPE CO. « ILLINOIS PHOTO- 
ENGRAVING CO. « JAHN & OLLIER ENGRAVING CO. ¢ LAKE SHORE PHOTO-ENGRAVING CO. ¢ LIBERTY PHOTO ENGRAVING CO. 
MAGILL-WEINSHEIMER CO. ¢ MANZ CORP. ¢ McGRATH ENGRAVING CORP. « THOS F. McGRATH & ASSOCIATES « NATIONAL ENGRAV- 


ING CO. 


© NORTHWESTERN PHOTO ENGRAVING CO. 


@ PONTIAC ENGRAVING & ELECTROTYPE CO. 


© PREMIER 


ENGRAVING CO. © PROCESS COLOR PLATE CO. © RELIABLE ETCHCRAFT CORP. © REVERE PHOTO ENGRAVING CO. 
ROGERS ENGRAVING CO. ¢ STANDARD PHOTO ENGRAVING CO. « STEARNS & CO. © SUPERIOR ENGRAVING CO. ¢ WALLACE-MILLER CO. 


FOR FAITHFUL, 


Se pele Seca 


FORCEFUL REPRODUCTION 


CHICAGO PHOTOENGRAVERS ASSOCIATION 
BOARD OF TRADE BUILDING * CHICAGO 


. USE LETTERPRESS 
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in dat Lake City.. 


there's ONLY ONE Way 
you can do the job... 


... in more than 9 out of /0 
| Salt Lake City and County Homes! 


Represented Nationally by O'Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 


Appoints Andrade, Johnson 


M. J. Andrade has been appoint- 
ed president and treasurer and Don 
Johnson director of sales of Fifth 
Avenue Silver Co., Taunton, Mass., 
newly formed by a group of Taun- 
ton silver crafts men. The com- 
pany is currently producing a line 
of heavily plated holloware. Mr. 
Johnson will maintain offices at 
101 Tremont St., Boston. 


Stebbins Adds PR Dept. 


Hal Stebbins Inc., Los Angeles, 
has established a public relations 
department headed by Jack Court- 
ney, Southern California editor 
and public relations representative 
for Industrial Publications, Chi- 
cago. Mr. Courtney was formerly 
associated with the public rela- 
tions department of Union Oil Co. 


Selonick Joins Hyde Park 

Stanley Selonick has been ap- 
pointed to the newly created post 
of sales manager for Hyde Park 
Clothes Inc., Newport, Ky. He was 
formerly sales manager for Palm 
Beach Co. and assistant to the 
president of Society Brand Clothes 
Inc., Chicago. 


MONSEN 
TYPOGRAPHY 


the 
bridge 
between 


tdeas and 


sales 


EBSTER Says typography is the art of 
V V expression in type. Those who have a sales 
message to be “expressed” get an interpretation 
from typography by Monsen that results in 
attention-getting, thought-provoking sales messages. 
The power of such typography is, in itself, a sales 


tool not to be overlooked. 


There are many elements of good typography— 

the kind that sells—and all of them are available at 
Monsen-Chicago. Monsen gives you Multi-Checked 
proofing for accuracy, 625 different type faces 

for correct variety and emphasis, typographic layout 
and mark-up service for design, and proofs of 

every nature—acetate, Trans-Adhesive, color and 
black on white—each designed to provide — 

printed material with the finest ingredients for the 


best possible reproduction. 


Your nearest mailbox makes it easy to use 
Monsen 24-hour nationwide airmail 
service that brings you these needed and wanted 


Monsen typographic services. 


East of the Rockies it’s 
Monsen-Chicago at 22 East Illinois Street 


On the Pacific Coast it’s 
Monsen-Los Angeles at 928 South Figueroa Street 


CHICAGO 
LOS ANGELES 


we 
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Comics Publishers 
Speak Up Against 
State Regulation 


New York, Aug. 9—Publishers 
of comics magazines voiced str 
opposition to state regulation of 
comics publications at a two-day 
hearing of the joint legislative 
committee to study the publication 
of comics, which closed yesterday, 
Another private hearing jg 
scheduled for September which 
will be followed in October by a 
public hearing. A private hearing 
for proponents of state regulation 
was heid in June (AA, June ly), 

Following several publishers 
who were heard Monday, Whitney 
£ilsworth, otf National Comics 
Publications, and Henry E. Schultz, 
executive director of the Ameri- 
can Assn. of Comics Magazine 
Publishers, appeared and express- 
ed their opposition to state regula- 
tion. 

Mr, Schultz, an attorney who is 
a member of the Board of Higher 
Education, told the committee how 
his association screens the books 
its member publishers bring out, 
They are responsible, he said, for 
about 10,000,000 of the 80,000,000 
copies of comics books which ap- 
pear monthly, bi-monthly or 
quarterly. 


m He emphasized that the only 
feasible way to effect regulation of 
the comics books industry is for 
the publishers to impose self- 
regulation, as is done in the mo- 
tion picture industry. 

He was accompanied at the 
hearing by Leverett S. Gleason, 
president of the association and 
head of the Lev Gleason Publica- 
tions, and H. A. Moore, associa- 
tion secretary and publisher of 
Famous Funnies Inc. 

Mr. Ellsworth, whose company 
is one of the larger publishers of 
comics, was reported by assembly- 
man Joseph F. Cariino, of Nassau 
County, chairman of the commit- 
tee, to have told the hearing that 
an over-all association for self- 
regulation would be a good thing. 
He suggested it should also in- 
clude the distributors. 

John Sumner, executive secre- 
tary of the New York Society to 
Maintain Public Decency, told the 
committee that his organization is 
particularly concerned with the 
impact on children of crime com- 
ics, although he is reported to have 
admitted that some of the worst 
publications have disappeared in 
the last year. 

Dr. Harvey W. Zorbaugh of New 
York University said there is not 
sufficient research data to support 
a definite opinion as to the effect 
of comics on children, Favoring 
self-regulation by the industry, Dr. 
Zorbaugh also urged more parental 
guidance of children’s reading. 


Appoints Kircher, Helton 


Kircher, Helton & Collett, Day- 
ton, has been named to handle 
advertising of Gem City Ice 
Cream Co., Dayton. Newspapers, 
radio, television and direct mail 
will be used. The account was for- 
merly handled by Hugo Wagenseil 
& Associates, Dayton. 


Mason to Buffalo Perlite 


Howard W. Mason has been ap- 
pointed sales manager of the new- 
ly formed Buffalo Perlite Corp., 
which has erected a $100,000 plant 
in Buffalo. He formerly was man- 
ager of the Lincoln Wholesale 
Roofing Co., Buffalo. 


WHLI Increases Rates 

WHLI, Hempstead, L. I., will 
raise its advertising rates 10%, ef- 
fective Nov. 1. Current advertis- 
ers will be covered by present 
rates until their contracts expire. 


WNAM gy Devney 
Devney & Co., New York, 

been named exclusive New ‘york 

|City representative of WNAM, 


Neenah, Wis., effective Sept. 1. 
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*Indicates first listing in this column. 


Aug. 25-26. Newspaper Advertising 
Executives Assn. of the Carolinas, sum- 
mer meeting, Ocean Forest Hotel, Myrtle 
Beach, S. C. 

*Sept. 4-6. Western Classified Advertis- 
ing Association conference, Klamath Falls, 


a 7-8. Lithographers National As- 
sociation, annual convention, Edgewater 
Beach Hotel, Chicago. 

Sept. 11-12. National Association of 
Magazine Publishers, 3lst annual meet- 
ing, Essex & Sussex, Spring Lake, N. J. 

Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Association, annual classified 
advertising clinic, Penn Harris Hotel, Har- 


risburg. 

*Sept. 17-18. Midwest Newspaper Ad- 
vertising Executives Association, fall 
meeting, President Hotel, Kansas City, 


» 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

*Sept. 24-27. Association of National Ad- 
vertisers, annual convention, Drake Ho- 
tel, Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 


ine, 30-Oct. 3. Mail Advertising Serv- 
ice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

*Oct. 3. Associated Third Class Mail 
Users, annual convention, Hotel Bedford, 
New York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
$rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Association, annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 9-11. American Photoengravers 
Association, annual convention, Chalfonte- 
Haddon Hall, Atlantic City. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 


cago. 

Oct. 23-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

*Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago 


Oct. 26-28. Southern Newspaper Pub- 
lishers Association, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
Conference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan, 19-20, 1951. Southwestern Associa- 


DO YOUR OWN 


plastic binding 


for only a few pennies a book 


You can definitely improve the ef- 
fectiveness of your catalogs, pres- 
entations, reports, with GBC plastic 
bindings and equipment.* You save 
more than 50% over fastener-type 
covers. Booklets open flat . . . pages 
turn easily ...have added color. 
Anyone can operate. Complete GBC 
equipment costs less than a type- 
writer! 
*Patents Pending 
Special free trial offer trv this 
equipment in your own office or plant. 
No obligation. Satisfaction guaranteed! 
Send today for full infor- 
mation and 2 FREE handy 
pocket memo books bound 
_} on this equipment. 


General Binding Corporation 
808 W. Belmont Ave., Dept. AA-8-14 
Chicago 14, Ill. 
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tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

*Jan. 22-24, 1951. Newspaper Advertising 
Executives Association, Edgewater Beach 
Hotel, Chicago. 

*Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Association, annual dis- 
play advertising conference, Penn Harris 
Hotel, Harrisburg. 

May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toronto. 


Reinhardt Handles S. F. 
Brewing Corp. Account 


Through an error, a story in the 
July 31 issue of AA with reference 
to San Francisco Brewing Corp. 
indicated that Hodges, Pierce & Co. 
was the corporation’s agency. This 
is not true; advertising of San 
Francisco Brewing Corp. is han- 
dled by Emil Reinhardt, Adver- 
tising, Oakland. 

Hodges, Pierce & Co. handles 
only publicity for the brewer. 


Gets Swim Suit Account 
Rose Marie Reid, Los Angeles, 
swim suit manufacturer, has 


named Murray, Dymock, Carson 
Inc., Los Angeles, to handle its 
advertising. A consumer campaign 
is planned. 


Fleshner and Waldman Merge 


Louis D. Waldman and Bernard 
R. Flesher have opened their own 
agency, Waldman-Flesher Asso- 
ciates Inc., with offices in the U. S. 
National Bank Bldg., Denver. 
Mr. Flesher was connected with 
Cervi-Radetsky & Associates, 
Denver, and Mr. Waldman had 
been advertising manager of the 


NAB to Distribute 
Census Bureau Data 
to Station Owners 


WASHINGTON, Aug. 7—The Na- 
tional Assn. of Broadcasters’ re- 
search department will facilitate 
release to broadcasters of special 
statistical information compiled by 


39 


B-B Pen Maps Campaign 


B-B Pen Co., Los Angeles, will 
use b&w columns in Life, Look and 
The Saturday Evening Post every 
other week for three months, be- 
ginning late this month, to intro- 
duce its two new pen models, 


Statesman and Sporty. Point of sale 


aids also will be used. Foote, Cone 
& Belding, Los Angeles, is the 
agency. 


the Bureau of the Census, accord- 
ing to William B. Ryan, NAB gen- 
eral manager. 

The Census Bureau currently is 
preparing population figures for 
counties and cities of 1,000 or more 
people. The data will be made 
available a state at a_ time, 
with Idaho first on the list and the 
Virgin Islands and Puerto Rico 
next. 

Population and housing figures 
on West Virginia and Montana are 
expected to be available this week, 
and will be distributed immediate- 
ly by the NAB, so that interested 
stations may work out their cur- 
rent coverage patterns. 


May Co., Denver. 
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BALTIMORE'S BIGGEST COVERAGE OF BALTIMORE’S WOMAN AUDIENCE 


To sell Baltimore families ...sell Baltimore housewives! Sell 


them through the paper with the outstanding women's sec- 


tion. Every Thursday, sixteen pages edited 


cost. (Total net paid 227,091.) 


for women with 


. food columns, recipes, beauty articles, society news. Here's 
the paper with Baltimore's greatest coverage (58%) reach- 


ing 198,299 City Zone families* at less cost and at a single 


First in Circulation . . . First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER—Represented Nationally by Hearst Advertising Service 


Offices in principal cities: Philadelphia * Baltimore * Boston * Chicago © Detroit 


Los Angeles * New York © Pittsburgh © San Francisco * Seattle 


© Fort Lauderdale, Fla. 


*ABC City Zone based upon Bureau of Census 1947 surveys for Metropolitan Districts. 
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Gets Wrigley’s New Package 


William Wrigley Jr. Co., Chica- 
go, has quietly introduced its new 
18-stick packages of gum in the 
New York market (AA, June 12). 
The 18-stick packages, which re- 
tail for 15¢, still are being tested 
and no plans have yet been made 
to promote them. 


Gladney, Polon Appointed 
Norman Gladney has been ap- 

pointed vice-president and tele- 

vision director of Franklin, Bertin 


vertising Agency, has 


Nov. 1. 


Color Specialists Inc. 


& Tragerman, New York. David D. 
Polon, formerly with Scheck Ad- 


FB&T as director of TV program- 
ming and production. The agency 
will change its name to Franklin, 
Gladney & Tragerman, effective 


Reif Joins Pennebaker & Ryan 


Larry Reif has joined Penne- 
baker & Ryan Inc., Chicago, ad- 
vertising photographer. He for- 
merly operated his own studio, 


Ae ee ek ee th & 


ID-DAY OR 


IDNIGHT 
Your Sign Shines Brightly ... 


ALL OVER! 


Interior-light a PLEXtIcLas sign and every square inch 
of it gleams as brightly at night as in daytime! 
PLEXIGLAS sign faces actually increase brightness, yet 
diffuse it so there’s no glare, no distortion of colors, 
trademark or message. 


PLEXIGLAS saves you money on shipping, erection, 
operation and maintenance, too. Because PLEXIGLAS 
is light and shatter-resistant, carriers accept it at 
straight first-class rates, and erection requires fewer, 
lighter supports. You need a minimum of current to 
illuminate PLEXIGLAs signs, and maintenance is 
reduced to an occagional washing of the smooth plastic 
faces and the easy, inexpensive replacement of fully- 
protected lighting elements. 


PLEXIGLAS signs may be produced in any size, shape, 


ee color or design—for indoor or outdoor use. Send today 
ae for our new, fully illustrated booklet, “PLEexicas 
Ee for Signs”. ; 


A new type of identification sign made of PLEXIGLAS is being 
erected by dealers who handle Mi polis-Moli farm 
machinery. Fabricated by Neon Products, Inc., of Lima, Ohio, 
these new “Plastilux 500” signs have copy and trademark 
silk-screened on the inside surfaces of clear PLEXIGLAS, and are 
lighted by Slimline lamps that produce 500 lumens of light per 
square foot on the completely luminous face. The striking com- 
bination of light and color, and the three-dimensional appearance 
of the trademark, give the signs maximum visual impact. 


Send for your 
copy today. 


ROHM & HAAS 


Pes, OF and inrprincipal COMPANY 
foreign countries. 


WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


ee a ree 


You Ought foKnow. .. Adin Davis 


Since March 1 last, Adin L. 
Davis has been managing director 
of the Controlled Circulation Au- 
dit. When elected he was advertis- 
ing manager of the Worthington 
Pump & Machin- 
ery Corp., Harri- 
son, N. J., presi- 
dent of the CCA, 
and secretary - 
treasurer of the 
National Indus- 
trial Advertisers 
Association. He 
had to resign all 
of those positions 
when he assumed 
his present du- 
ties. 

Several reasons impelled him 
to make the change, he told AA. 
The death in January of Frank L. 
Avery, who had been managing 
director of CCA since 1931, when 
it was founded to audit the con- 
trolled circulation of business pa- 
pers, left a vacancy difficult to fill. 
As president of CCA, Mr. Davis 
was familiar with its operations 
and problems. Also, he had a def- 
inite program he wanted to carry 
out. 


Adin Davis 


s More than anything else, Davis 
told AA, he was fascinated by the 
opportunity for service which the 
position presented. He conceives 
these to be (1) the challenge and 
opportunity inherent in a revital- 
ization of CCA’s operational meth- 
ods to meet current conditions; (2) 
improvement of auditing pro- 
cedures [recommendations for this, 
on which a committee had been 
working for some time, were made 
in June]; and (3) development of 
a new educational program to in- 
form advertisers, agencies, pub- 
lishers and others about what CCA 
does and can do to help foster bet- 
ter advertising. 

To an extent, it might almost 
be said that Davis’ whole career 
has been a progressive prepara- 
tion for the type of work in which 
he is now engaged. 

He was born on Dec. 15, 1903, 
in Springfield, O., where his father, 


a Massachusetts man, was em- 
ployed by the old Crowell Co., 
predecessor of Crowell-Collier Co. 
But shortly after his birth, his 
parents returned to New England, 
where both of their families had 
taken root in Colonial times, and 
Adin grew up in Millbury, Mass. 


s Having a flair for drawing, Adin 
entered the Massachusetts School 
of Art in Boston, and was gradu- 
ated when he was 20. For a year 
he worked as a free lance com- 
mercial artist there, until illness 
forced him to return to Millbury. 

His health restored, he got a 
job as a time keeper in a tannery 
operated by Graton & Knight Co., 
industrial leather products manu- 
facturer, in Worcester. The follow- 
ing year, 1927, he was offered a 
position in the company’s advertis- 
ing department because he could 
draw and knew something about 
handling art work. 

But his duties were not confined 
to art work. He learned how to 
write copy and acquired a lot of 
practical knowledge about direct 
mail advertising, and decided he 
never again wanted to make a 
career as a commercial artist. 


= In 1939 he became assistant ad- 
vertising manager. In 1937 he was 
appointed advertising manager and 
first became interested in NIAA 
through attending meetings of the 
Boston chapter. 

In 1940 he learned that the con- 
struction equipment division of 
Worthington Pump & Machinery 
Corp., Holyoke, Mass., was consid- 
ering the possibility of establish- 
ing an advertising department. 
Davis went to Holyoke, sold him- 
self to C. F. Oechsle, division man- 
ager, and got the job. 

‘He had to organize a depart- 
ment from scratch to handle the 
advertising and sales promotion 
for one of Worthington’s main 
divisions. He had to hire a staff, 
establish operational methods, 
plan, prepare and place ads, co- 


ordinate sales promotional activi- 
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ties, and take care of all auxili 
details. He operated the first year 
without an agency because Worth. 
ington at the time was not sold 
on agency service. 


ws With the war, conditions 
changed. Worthington was on a 
war production schedule from the 
outset. Davis’ functions expanded, 
He took over the management of 
public and personnel relati 
handled the numerous industria] 
demonstrations called for by the 
Army and Navy, and was appoint. 
ed chairman of the joint labor. 
management committee. 

In May, 1943, Davis was ap- 
pointed advertising manager of all 
of the corporation’s 18 divisions, 
Here again he was called upon to 
organize an advertising depart- 
ment from scratch. But the prob- 
lem was infinitely more complex, 
for he had a multiplicity of prod- 
ucts and markets that had to be 
serviced. 

By September he was organized 
with an office in Newark, N. J 
That fall, and every fall while 
he was advertising manager of 
Worthington, Davis and repre- 
sentatives of James Thomas Chir. 
urg Co., his agency, visited each of 
the 18 divisions. At each they built 
an advertising plan for the fol- 
lowing year and set up a rec- 
ommended budget. When the 
whole advertising program was 
complete in all of its details, Davis 
took it to his management, got it 
approved and put it into effect. 


s “Most everything I know about 
publication advertising,” he says, 
“I got through contacts with bus- 
iness paper salesmen, They are the 
ones who know the most about 
the people and the products in 
their respective fields. It is their 
business to know their markets 
and it is the business of the indus- 
trial advertising manager to get 
all the information they have to 
offer for the benefit of his com- 
pany.” 

Asked about his policy when 
buying space in business papers, 
Davis said it was very simple. 

“There are a lot of questions 
every industrial advertising man- 


M Home of the FAITHORN CORPORATION £ 


NEW STATE STREET 
BRIDGE __ 


tines 


A COMPLETE SERVICE 
IN THE CENTER 


OF THE 


—_ 


ADVERTISING AGENCY — 
DISTRICT 


e 
AD-SETTING ~ 
ENGRAVING 

PRINTING | 


IFAITHORN is the only concern 
in Chicago that offers this 
COMPLETE SERVICE. 
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SPECIAL—This is the opening magazine 

ad in Procter & Gamble’s special offer 

campaign for Shasta cream shampoo (AA, 
Aug. 7). 


ager has to be concerned about for 
his own particular products,” he 
pointed out. “But the three basic 
questions are: (1) Does a particu- 
lar publication reach the right peo- 
ple in the right market? (2) Do 
enough of the right people get it? 
and (3) Do they read it? 

“The circulation policy of a pa- 
per is important,” he says, “but 
it is the editorial quality that 
makes or breaks a magazine. That, 
in the final analysis, depends en- 
tirely on the vision and integrity 
of the publisher and his editor.” 


ws In 1944 Davis became active in 
NIAA work. From ’45 through °47 
he was president of the Industrial 
Advertisers Association of New 
York, and last year was elected 
secretary-treasurer of the national 
body. 

In 1946 Davis was elected a di- 
rector of CCA. In ’48 he became 
vice-president and in °49 presi- 
dent. 

He married a Worcester girl in 
1930 and has two daughters. He 
lives in Maplewood, N. J., where 
he is a trustee of the Maplewood 
Club and editor of its monthly 
publication. He has no distracting 
hobbies. 

“A man who likes and is en- 
grossed in his work,” he says, 
“doesn’t need a hobby. Yes, I still 
sketch a little and dabble in water 
colors occasionally, but those are 
diversions rather than hobbies. 

“My primary and major interest 
is advertising and in making CCA 
a more effective instrumentality 
for advertisers and publishers.” 


Station Representatives 


Publish Annual Directory 

National Association of Radio 
Station Representatives, New York, 
has published its second annual di- 
rectory of members listing approx- 
imately 500 radio stations repre- 
sented by its members. 

The directory includes a tele- 
vision section showing 71 stations 
now represented by NARSR mem- 
bers for national spot advertising. 
Thirteen NARSR members rep- 
resent TV stations. Copies of the 
directory have been sent to ad- 
vertising agencies and advertisers, 
and may be secured from NARSR. 


Rinehart Distributes Books 
for Combat Forces Press 

Combat Forces Press, Washing- 
ton, D. C., formerly the Infantry 
Journal Press, has appointed 
Rinehart & Co., New York pub- 
lisher, as a distributor of publica- 
tions to bookstores and educational 
institutions. 

The first book to be sold by 
Rinehart will be “The Effects of 
Atomic Weapons,” prepared by the 
Atomic Energy Commission and 
the Department of National De- 
fense under the endorsement of 
the Civilian Defense Commission. 


Good Housekeeping’ to 
Carry ‘Buy-Lines’ Spread 
“Buy-Lines” by Nancy Sasser, 
national editorialized advertising 
column, will appear in Good 
Housekeeping in 1951. The new 
Column is being planned as a four- 
color spread with six advertisers 


Kaiser-Frazer Sends 
Mobile Show Room 
to 28 State Fairs 


Detroit, Aug. 10—During the 
mext seven months Kaiser-Fraz- 
er Corp. is going to give 16,- 
000,000 persons in 28 states an op- 
portunity to “see and ride” its new 
line of automobiles at state fairs. 

Five “traveling buildings” have 
been dispatched from the factory 
to state and county fairs through- 
out the U. S. The first exhibit 
will open tomorrow in Springfield, 
Ill. This will be the public’s first 
look at the much-publicized Henry 
J. 


The mobile Kaiser-Frazer sales 
pavilions will employ a new tech- 
nique in sales promotion. Not only 
will visitors get their first glimpse 
of the low-priced Henry J., but 
drivers will be on hand to offer 
interested guests a ride in the 
1951 Kaiser. It is estimated that 


1,500,000 persons will take advan- 
tage of this opportunity to test 
K-F products. 


s The K-F Pavilion is so unusual 
in design and function that Kais- 
er-Frazer Corp. has applied for 
patents and copyrights on it. Con- 
ceived by M. F. Harty, K-F sales 
promotion executive, the pavilion 
was designed by Brooks Stevens, 
industrial designer of Milwaukee. 

Stevens, who has designed 
everything from cigaret lighters 
to custom automobiles for Diana 
Lewis, wife of film star William 
Powell, is best known for design- 
ing the Milwaukee Railroad’s Hi- 
awatha trains. 

The sales pavilion, structurally 
resembling an inverted umbrella, 
is made of three tons of aluminum 
and 1,000 yards of red, white and 
blue fabric, which is waterproofed 
and fireproofed. 

It is 60’ in diameter and has 
enough room to exhibit four au- 
tomobiles. Towering above the 


umbrella is a 46’ tower support- 
ing a large aluminum saucer and 
electrically operated revolving 
sign, “It’s Here!—the Henry J.” 

The mobile pavilion can be as- 
sembled or dismantled in 12 hours. 
It fits into two 35’ long trucks for 
quick transfer to the next point 
of display, which will range from 
Maine to California. 


Edwards Agency Appointed 


Edwards Advertising Agency, 
Hackensack, N. J., has been ap- 
pointed by Transparent-Wrap 
Machine Corp., Hasbrouck Heights, 
N. J., to handle its complete ad- 
vertising and sales promotion pro- 
gram. The account was formerly 
handled by Kelly, Nason Inc., New 
York. * 


Daily Marks 50th Year 


The Daily Star-Herald, Scotts- 
bluff, Neb., celebrated the 50th 
anniversary of the newspaper and 
the city with a 160-page special 
edition in connection with an Aug. 
6-8 civic celebration. 


41 
Starts Wonder Salve Drive 


Drexel Laboratories, Drexel Hill, 
Pa., has launched a campaign for 
Wonder Salve in 115 California 
newspapers. In addition, three 
mailing pieces are being sent to 
every druggist in California. L. 
E. Evons Advertising Agency, 
Drexel Hill, handles the account. 


WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 


Business Papers @ Farm Publications 
ines 


onsumer Magar 


343. So. Dearborn St., Chicago 4 
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The Champion Paper and Fibre Company 


District Sales Offices in New York * Chicago * Philadelphia + Detroit * St. Lovis | 
Cincinnati + Atlanta * Dallas * San Francisco * Distributors in every major city. 


HAMILTON, OHIO 


HAMILTON 
ENAMEL 


A new economy 
coated grade 


An old brand in 
a new quality 


| Improved quality 
and greater value 


i The addition of these 
new Champion papers 
completes a full line of 
press proven letterpress 
enamels. Buy and specify 
these papers by name: 


SATIN PROOF 
HINGEFOLD 
REFOLD 


WEDGWOOD 


WHATEVER YOUR PAPER PROBLEM... .IT’S A CHALLENGE TO CHAMPION 


COATED OFFSET 
HAMILTON 
FALCON 
FORMAT 
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This is Where You Came In on New 
Car Selling When Cars are Tight 


Detroit, Aug. 8—Major automo- 
bile manufacturers will exercise 
more control over their dealers to 
prevent unethical practices should 
there be an acute shortage of cars, 
such as occurred immediately after 
World War II. They are now de- 
termined to curb the activity of 
dealers who may be willing to 
sacrifice public good will for larger 
profits. 

During 1946 and 1947 the manu- 
facturers were severely criticized 
for failing to control the avarice of 


For 
INTENSIVE and SELECTIVE 
Coverage in Chicago 
through Accredited Newspapers 
Midland Sales Agency 


176 W. Adams St. 
icago 3 ANdover 3-5774 


dealers who insisted on hidden 
premiums, vehicles loaded with 
accessories, ridiculously low deals 
on trade-ins and other offenses. 
Now that demand has sky- 
rocketed far beyond even the ex- 
panded capacity to produce, some 
manufacturers are refusing ship- 
ments to dealers hoarding cars in 
anticipation of a better price later. 


s Ford Motor Co. has come out 
publicly in its notice to dealers to 
play fair. 

Walker Williams, general sales 
manager of Ford, said that dealers 
have been instructed to continue to 
take orders and make delivery in 
rotation to customers. 

In his instructions to dealers, Mr. 
Williams insists that they guard 
against profiteering, chiseling, 
mandatory trade-ins, hoarding and 


other unethical practices. 

In addition, L. D. Crusoe, Ford 
vice-president, said that the com- 
pany “would continue to follow the 
basic principles of good, honest, 
sound business.” 


w General Motors Corp.’s court 
victory in Chattanooga, Tenn., re- 
cently will strengthen that com- 
pany’s stand against unethical 
dealers. In the Chattanooga case 
General Motors refused to renew a 
franchise for a dealer accused of 
practices which brought many 
sales agencies into disrepute in 
the immediate postwar years. 

The dealer sued for $400,000 but 
the trial court directed a verdict 
for GM. 

Chrysler Corp. has always main- 
tained a close watch on its dealers 
and will tolerate no _ unethical 
practices, it was learned. 


= But despite the close watch be- 
ing maintained by manufacturers, 
there are persistent reports of 
premiums being accepted for early 
deliveries and insistence by dealers 


RADIO... 


Perhaps you think the world’s largest studio audience is found in one of the 


after 1975. WHAT? 


You might expect a radio station that originates 16 network programs every week to be 
situated in New York or Hollywood. Or at least in Chicago. But, WSM is the exception. 
This station, with a talent staff of over 200 entertainers is located down South. 


networks’ massive buildings. But no. The largest audience to 


see any radio show—5,000 people—watches WSM’s Grand Ole Opry in 


Nashville, Tennessee every Saturday night. 


Would you believe it—entertainers on WSM are among the biggest 
names in the country. Stars like Red Foley, Minnie Pearl, Roy Acuff, Hank Williams, 
Ernest Tubb, Snooky Lanson, Beasley Smith, Francis Craig . . . and 200 others. 
Talent which has sold 130,000,000 phonograph records and 


ol 


Do you have the idea that all stations outside of major production 
9) centers are content to take shows off the network without regard for local 

programming? Maybe you'll lift a curious eyebrow when you are told that WSM 

originates 25 live talent programs every day! Wwe, 


In the past, there have been other entertainers on this station . . . names you 
may remember. Dinah Shore, Phil Harris, James Melton, Kay Armen, to name just 


a few who got their start on the same radio station here in Nashville. 


FS That song you were humming a moment ago? It may have been written by a 


member of WSM’s staff. Within the past two years this station’s 


tunesmiths have produced such hits as Near You, Beg Your Pardon, 


Lucky Old Sun and Old Master Painter. 


vs 


Some folks know the phrase, “Radio Stations Everywhere—But Only One WSM.” Perhaps 
these facts serve to point up that claim. But greater than any of these 
amazing talent-production figures about WSM, greater than our 50,000 watt 
Clear Channel signal which covers the Central South is this fact: 


WSM means something to this region . . . this region means something to WSM. 


by 
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The Eye and Ear Department 


— 


teux. Soloist—Stell Anderson. 


presidency. 


placed. 


popularity. 


Lots people, including the conductor of this column, been 
yapping about when would TV grow up? Become mature? Get 
itself a shot of higher education? 

Well, other night guy who writes this stuff turns on NBC-TY., 
Program—Lewisohn Stadium Concerts. Conductor—Pierre Mon- 


Never heard Stell Anderson. Pianist. Not bad. Maybe looks al] 
right in person. On TV looks like Brunhilde. Or mad hausfrau 
who wears evening dress to clean house, pauses between dusting 
end tables to knock out piece on piano. 

Close-ups of Monteux with fat little fist clenched, no neck, 
looked like flash-backs to William Howard Taft 


Shots through piano at Miss Anderson confusing. Couldn’t tel] 
whether she was playing thing or haunting it. Close-up of hands, 
when hands were visible, made them look like cow’s udders. 

Succession of shots showing fiddlers fiddling, tympani being 
tympanied, Anderson rocking back and forth on piano stool, 
orchestra as seen from Mars, et cetera, gave impression of twenty 
or more cameras in operation. None of them particularly well 


Conclusion: maybe TV should take its time growing up. Or 
perhaps symphonic orchestras should be heard and not seen. 
Further conclusion: Faye Emerson still in no danger of losing 


ee, 


| 
stumping for 


on trade-ins, often at far below 
market price. 

The Michigan attorney general 
has taken official cognizance of the 
reports and ordered all law en- 
forcement agencies to keep a close 
watch on such transactions. 

While primarily interested in 
seeing that Michigan gets its 
sales tax on all deals, Attorney 
General Stephen J. Roth frankly 
admits he hopes to curb unfair 
dealings. 

Mr. Roth said he had reports of 
under-counter deals where premi- 
ums of as much as $200 were paid; 
trade-ins where as much as $300 
less than the market price was of- 
fered. 


e Here are the reports reaching 
manufacturers from all over the 


country and which they are de- 
termined to correct if true: 
Dealers won’t take orders at all, 
Dealers won’t make a deal un- 
less the buyer has a trade-in. 
“Loading” is coming back; if 
you want a car, you’ll take it as it 
comes without protest. 
You’ve got to “know somebody” 
to get a new car in a reasonable 
time. 


Takes Over Andrews Agency 
George B. Traver has taken over 

the management and operation of 

Andrews Advertising, Lincoln, 


Neb. He succeeds the late Luther 
G. Andrews, founder of the agen- 
cy. Mrs. Andrews will retain her 
financial interest in the agency, 
taking no active part in the man- 
agement, however. 


This year as we begin our second 25 years of radio broadcasting, WSM’s new television station 
will make its debut. The same programming for local taste will go into this new medium. At the 
same time the radio station will continue to serve the vast Central South which remains WSM’s 
listener family of millions. 


Radio at WSM is here to stay. And by the time we celebrate 
our Golden Anniversary in 1975, we hope to have a great 
deal to add to this report of radio progress. 


WM 


WSM Incorporated, Nashville, Tennessee NA s HVILLE 
Broadcasting Service of 
THE NATIONAL LIFE & ACCIDENT INSURANCE COMPANY 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


_KELLY-SMITH CO. 
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National Lead Co. 
Reproduces Annual 
Report for 1899 


New YorK, Aug. 9—National 
Lead Co. stockholders Have receiv- 
ed a dramatic testament to the 
company’s growth during the past 
50 years in the form of an annual 
report—for the year 1899. 

Purpose of sending out the 50- 
year-old report (which was en- 
closed with the 1949 edition) was 
to emphasize the development of 
each phase of National Lead Co.’s 
operations during the past half- 
century. 


But William Barton Marsh Co.,. 


which was assigned the task of 
duplicating the report, ran into a 
long series of difficulties in pro- 
ducing the old-style document. 

In order to achieve the typo- 
graphic feeling of the old report, 
the Marsh company searched New 
York, before locating an ancient 
print shop which had one of the 
first fonts of linotype matrices cut 
by Mergenthaler Linotype Co. 


s To duplicate the uneven “color” 
on the original printed pages, it 
was necessary to deliberately chip 
the letters with an engraver’s tool 
and rub the cast type with scotch 
stone. 

In addition, the Marsh organ- 
ization had difficulties in persuad- 
ing compositors and makeup men 
to space sloppily, set uneven heads 
and permit glaring typographical 
errors to remain in the final galley 
proofs. 

But the final result, according to 
National Lead Co., has graphic- 
ally illustrated to stockholders the 
essential details of 50 years of 
company progress. 


Starts Promotion Campaign 


American Smelting & Refining 
Co. has begun a promotion cam- 
paign for dealers throughout the 
country. Its agency is John Mather 
Lupton Co., New York. Wall charts, 
booklets and folders explaining 
the continuous cast process and 
listing sizes, weights and tensile 
strengths are being prepared for 
imprinting and distribution to the 
dealers’ customers. 


Johansen Names Buchanan 


Buchanan & Co., New York, has 
been appointed to handle advertis- 
ing of Johansen Bros. Shoe Co., 
St. Louis. The account formerly 
was serviced by Gerome Advertis- 
ing Inc., St. Louis. 


Mail order copy pays off in 
Foreign Service, the V.F.W. maga- 
zine. Scores of unsolicited advertiser 
testimonials, and scores of repeat 
ad accounts, tell the significant story 
better than charts and surveys. 


When keyed copy pulls like this, 
you can’t ask for better proof of 
readership that produces over-the- 
counter sales for your dealers. 

. 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Toreign Sewice 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


Wright Joins WPAT 


Dickens J. Wright, formerly 
with Station WICC, has joined 
Station WPAT, Paterson, N. J., as 
general manager. Mr. Wright was 
a sales executive with WOV, New 
York, and had served on the sales 
staffs of the American Broadcast- 
ing Co. and the Columbia Broad- 
casting System before becoming 
associated with WICC. 


Calloway Appoints Upham 
Philips Upham, recently asso- 
ciated with Ad-Co. of New Eng- 
land, and former president of Phil- 
ips Webb Upham & Co., has been 
named senior account executive of 
Calloway Associates, Boston. 


Resigns Gallo Account 


Harrington-Richards, San Fran- 
cisco, division of Fletcher D. Rich- 
ards Inc., New York, has resigned 
the E. & J. Gallo Winery account. 
Gallo has not yet named another 
agency. 


Launches Lingerie Drive 


Albert Inc., Chicago, maker of 
Deena 8-Gore slip, is using full- 
page ads in lingerie trade publica- 
tions to announce its plans for a 
national consumer drive. A total 
of nine ads will appear in Glam- 
our, Good Housekeeping, Madem- 
oiselle and Seventeen. Edward A. 
Grossfeld & Staff, Chicago, is the 
agency. 


Lagomarsino Appointed 


Chess Lagomarsino Jr. has been 
appointed publicity director of J. 
L. Hudson Co., Detroit, effective 
Oct. 1. Mr. Lagomarsino was for- 
merly publicity director of Davis 
Paxon Co., Atlanta, an R. H. Macy 
Co. affiliate. 


Anahist Appoints Hewitt 

Anahist Co., New York, has ap- 
pointed John S. Hewitt, for 12 
years vice-president of Andrew 
Jergens Co., as general manager 
and vice-president. 


G.R.GRUBB & CO. 


CHAMPAIGN, ILLINOIS 
TELEPHONE 5209 oe 


COMBINED to cive you -" arnsts 


BETTER SERVICE AND FINER : 
ENGRAVINGS—At the Right Prices ENGRAVERS 


« PHOTOGRAPHERS 
WRITE OR CALL THE NEAREST PLANT 


PEORIA ENGRAVING CO. 


PEORIA, ILLINOIS 
TELEPHONE 4.7197 
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Nature itself helps jack up the sales 

of hand lotions in the Mountain and 
Southwest states, where the sun and the wind 
push family spending for this item up to 
almost two and a half times 

the Eastern average. 


Climate influences the sales of many 
products. So do city-size, people’s 
national origins, water hardness, degree 
of culture, availability of different kinds 
of power and fuel— 

and a host of other factors. 


For most products, in fact, 

there’s no such thing as a truly 
national market—rather, hundreds 

of local markets, each with 

its own characteristics, its own values 
to advertisers of different products. 


That’s why the market-by-market approach 
to national advertising has 
gained such impetus in recent years. 


That’s why the daily newspaper 


has again become the No. 1 medium 


for national advertising. It’s the 
logical place for any advertising 


based on the fact that 


All Business Is Local 


of the American Newspaper Publishers Association, Inc. is in business to help 


you make your advertising more productive. Call or write us at 570 Lexington Ave., New York 22; 360 North Michigan Ave., 


Chicago 1, or 240 Montgomery St., San Francisco 4. Or ask for your copy of the booklet, “Services Available to Advertisers.” 


Sponsored by The Denver Post in the interest of more effective advertising. 
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; 7 ; processing of stocks on hand—and 
Elgin American Watches to Hit Market eae mah Daag gph ad ping 
° ; duced prices—have reminded 
Next June; Trade Worried by Waltham prose Renato ey tar ap The # Quativ e a, we Q ner 
Cuicaco, Aug. 9—Elgin Amer- Mr. Gellman reported that all|of the “half price” sale which 
ican’s long-rumored plans to enter| but the final plans to import 17-| Waltham put on last year, and . 
the watch business were definite-| jewel movements have been com-| which is said to have disrupted This one-and-a-half page Heritage-Henredon ad from a 
ly confirmed to ADVERTISING AGE| pleted with three Swiss watch| watch sales for many months. recent issue of The Saturday Evening Post is an excellent 
this week by Allen B. Gellman,| manufacturers, and that the com-| Practically everyone in the in- example of what happens when a writer sits down and says 
president of Illinois Watch Case| pany hopes to have watches in| dustry would like to see Waltham to himself, “Now just what would people interested in buy- 
Co., of which Elgin American is| dealers’ hands by next June. Ul-| back in the business on a sound ing furniture want to know about this product? Los 
the compact, lighter and cigaret|timately, he said, Elgin American| basis, selling watches at normal The headline promises not only something the prospective from t 
case manufacturing division. will also manufacture 21-jewel| prices and markups. But practical- furniture buyer apparently hasn’t known before (a new about © 
watches in this country. ly everyone in the business, also, idea) but singles out the exact type of person for whom causing 
No promotion plans for the new} would rather have the company Her itage-Henredon is made (... for those who love fine fur- and rac 
Way. Dima Bong o watch line have been developed| closed permanently than to have niture but don’t own it). How much more direct, intriguing import 
diveee — je Beast agains as yet, but they are in the planning| it engage in special emergency ity and 
stage, and are expected to be| deals which most factors in the Edwarc 
a ready by January. jewelry field believe are harmful fessor ‘ 
yg iy gd “ay! An informal contest is being| to the entire industry, without be- sity of § 
— : staged within the Elgin American| ing especially helpful even to some 0! 
1-MINUTE SPOTS ON organization to pick a name for| Waltham. comple 
the watch line, and Russel M. The F: 
LeRel el eR /:W@ KYM | Seeds Co. Chicago, will handle| WFIL Names Norman Prouty sistanc 
the advertising if and when it] Norman R. Prouty, formerly The | 
WNOE- NEW ORLEANS breaks with American Broadcasting Co., one-fif 
ONLY $1329 (ist has been named radio sales man- Los A 
— coal ws In the meantime, watch manu- ame yah yee ane Be- name ; 
- ‘ sides e was previously as- on 
Aiea facturers, jewelers and dealers pre ne onehe As i ion a a 
throughout the country are keep- the Katz Agency and Edward Be. ‘ 
ing an anxious eye on the Waltham | try & Co, devote 
organization, whose financial and — 
co difficulties have upset! Cqigns Agency Picks Morse ren 
NATIONAL OE’ Well founded rumors that the nos ated Tulle on eee — 
RA-TEL trustees of the bankrupt organiza- ly director of fashion promotion ing th 
420 LEXINGTON AVE., N.Y.C. tion are hoping to find additional for Peck & Peck, as an account a A 
LD money in order to complete the! executive on fashion accounts. ae 
and selective this is than a wild and incredible claim! by con 
The copy is simple, informative and believable, too. And fifth | 
to do everything but take the prospect by the hand and lead aerial, 
him to his nearest Heritage-Henredon dealer, the half page or nea 
: ° : sa at the left tells exactly where this furniture can be bought in 
ed t various cities. a Pra 
T fe) 45 ELL IT T (@) AM ER Ic A The Corner commends this ad to numerous restless adver- cation: 
9 SP: tisers who have been groping for more real “sell” in their ad- and n 
Lite.’ i et ae vertising and less flamboyant shouting. It’s not a bad idea to found. 
conceive of your ad as a page in a catalog—addressed to nificar 
those people and only those people on the make for what you parent 
have to sell. Tell ’em why they should consider your product. ever, 
Tell ’em where to buy it. more ¢ 
What more could be put into really effective advertising? a 
tors al 
r Si t t. It ld be wi — 
; amese interest. wou e wise visitin 
Klein Says Hotels to pool these interests and work have 
together, and by self-supervision with 
Need Better PR avoid the need for government | slight] 
New York, Aug. 9—Brigadier| controls.” were 
Gen. Julius Klein, head of Julius wome! 
~ | Klein Publie Relations, speaking| L, McBrine Promotes Four want 1 
at a national conference of the ex-| LL, McBrine Co., Kitchener, Ont., | televis 
ecutive staffs of the Schine Hotels, | luggage maker, has named Philip Bot] 
declared that hotels have not/| J. Vincent, former sales manager, | jpatior 
yet caught on to the full value of| 25 director of sales. G. W. Weber | trong 
nite relations. succeeds Mr. Vincent as sales man- Sision 
pu ; ager, and R. D. Scharlach has been 
“If they had,” he said, “they spbointed assistant sales manager. | *S S¢ 
would work hand in hand with| P. G. Parks has been named non-o' 
such allied industries as construc- paseiaine manager. answe 
tion, architecture, food and enter- that “ 
A tainment, in addition to transpor-| Ward Named Business Mgr. the ef 

You can feel the sales- outig be : tation, public utilities, art, fashion,|__ John C. Ward, formerly adver: ipation 

America — in Florida! furniture and interior decoration. ae manager, has been nam vicari 
3 a 7 : usiness manager of Rug Profits, 

Florida is a $2,336,000, 000SSiinaiae== | For with all these industries| New York, business paper in the | » Mo: 
market — with a permanent TAMA every hotel has a more or Jess} floor covering field. vision 
population that 1s made up of families talkin 
from the other 47 states. Florida is oa 
your perfect testing ground for activi 
most types of merchandise. And, in Florida, not b 
you can test spring and summer merchandise to say 
right in mid-winter. the fa: 

To test it, to sell it, in Florida — and at lowest — 
cost — use Florida’s three big morning dailies. ~~ MIAMI “In 
They give you the diversified coverage you watttan the t 
suburban and farm families — where 78% o famil: 
effective buying income is concentrated, in an int 
major markets and their rich trade areas. =— 
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Social Effects 
of TV Ownership 
Shown in Study 


Los ANGELES, Aug. 8—Aside 
from the more publicized facts 
about ownership of a television set 
causing reduced movie attendance 
and radio listening, there are other 
important changes in family activ- 
ity and practices, according to Dr. 
Edward McDonagh, associate pro- 
fessor of sociology at the Univer- 
sity of Southern California. He lists 
some of these changes in a recently 
completed study, “Television And 
The Family,” made with the as- 
sistance of six graduate students. 

The study was conducted amoug 
one-fifth of the 800 families in a 
Los Angeles suburb, given the 
name “Sunville” for purposes of 
anonymity. Emphasized was the 
fact that “considerable time was 
devoted to the selection of a com- 
munity large enough to offer a suf- 
ficient range of social indices to be 
of some significance for wider gen- 
eralization.” 

The interviewing was done dur- 
ing the first two weeks of May, 
1950. Comparisons between TV set 
owners and non-owners was made 
by conducting interviews in every 
fifth house showing a television 
aerial, then going to the adjacent 
or nearest house without a set. 


# Practically no difference in edu- 
cational status between television 
and non-television families was 
found. Similarly, there was no sig- 
nificant difference in the age of 
parents in the two groups. How- 
ever, on the average there were 
more children in a television home: 
1.8 children, as compared with 1.3. 

Set owners reported more visi- 
tors and less visiting. Non-owners 
reported fewer visitors and more 
visiting. Changed visiting habits 
have affected pleasure driving, 
with television families driving 
slightly less than formerly. There 
were the usual complaints from 
women that their husbands didn’t 
want to go out, preferring to view 
television programs at home. 

Both groups reported less partic- 
ipation in sports activities, but the 
trend was more noticeable in tele- 
vision families: 38.9% of TV own- 
ers so reported, while 22.3% of 
non-owning families gave the same 
answer. Dr. McDonagh observed 
that “television seems to have had 
the effect of reducing overt partic- 
ipation in sports, and increasing 
vicarious participation.” 


# More than six out of ten tele- 
vision families admit they are 
talking less to each other than for- 
merly, while non-owners manifest 
only a nominal decrease in this 
activity. Says the study: “It may 
not be too great a generalization 
to say that television is bringing 
the family members together in the 
home, but not necessarily in a 
face-to-face relation. 

“In the evening in many homes 
the television set is making the 
family an audience, rather than 
an intimate group-characterized by 
much spontaneous talking and 
confiding. Table talk in the eve- 
ning is greatly reduced so that the 
family members may rush to their 
respective chairs to view their fa- 
vorite program.” 

Television also may be making 
inroads on conversation away from 
the TV set, the study reveals. “In 
some families where they admit ‘a 
common interest since television’ 
it is conceivable that television of- 
fers the subject of much conver- 
Sation.” 


® Three out of four TV families 
are attending movies less, whereas 
only one out of four non-TV fam- 
ilies reported the same trend. Dr. 
McDonagh suggested that some of 


the decrease of moviegoing among 
non-owners may be due to visiting 
friends who have television. 

While almost nine out of ten 
TV families reported they listened 
to the radio less, only about one 
out of ten non-TV families stated 
a similar decline in radio listening. 
Not one television family reported 
listening to the radio more. On the 
other hand, almost 20% of the 
non-television families reported 
listening to the radio more now 
than formerly. 

More than two-thirds of the TV- 
set respondents admitted to read- 
ing less, while less than one-fourth 
of the non-TV families gave that 
answer. 


Opens TV Film Studio 


Consolidated Television Pictures 
has been formed, with offices in 
the KTTV Studios, Hollywood, to 
produce motion pictures for use 
on television. President of the 
company is J. Bert Easley, a fi- 
nancier. Carl K. Hittleman, for- 
merly with Lippert Productions, 
has been named executive pro- 
ducer. 


Amurol Plans Fall 
Ad Campaign for 
Ammoniated Product 


Cuicaco, Aug. 8—Amurol Prod- 
ucts Co. will launch a combined 
radio, newspaper and magazine 
advertising campaign next month 
for its ammoniated dentifrices. 

Spearheading the radio drive 
will be a 15-minute newscast by 
Gabriel Heatter over the Mutual 
Broadcasting System every Thurs- 
day night (6:30-6:45, CDST). Spot 
radio commercials also will be 
used in major cities, and plans are 
being made to use TV film spots. 

In addition to regular newspaper 
ads, Amurol plans a consistent 
schedule in the Metropolitan Sun- 
day Magazine Group, and also may 
run ads in comics sections. 

Consumer magazine ad plans 
have not been completed yet, al- 
though Amurol has indicated that 
it will use several magazines, in- 
stead of concentrating its magazine 
budget in one publication, as it has 


in the past. 

O’Neil, Larson & McMahon here 
now handles Amurol’s advertising, 
replacing Jones Frankel Co., also 
of Chicago. 


NuTone Appoints Neville 


NuTone Inc., Cincinnati manu- 
facturer of door chimes and vent- 
ilating fans, has appointed Joseph 
M. Neville as sales promotion di- 
rector and assistant to the presi- 
dent. He was formerly editor for 
the merchandising division of 
Crosley Broadcasting Corp. Other 
changes at NuTone are Mike 
Bizzarri, former production mana- 
ger, named advertising manager; 
Tony Brinker, formerly with Ches- 
ter C. Moreland, Cincinnati agency, 
appointed art director; and Ed- 
ward H. Weiland, former Cincin- 
nati Post reporter, new publicity 
director. 


Fitch Appoints Lovick 


James Lovick & Co., Toronto, 
has been named to handle Cana- 
dian advertising for F. W. Fitch 
division of Grove Laboratories, St. 
Louis. Spot radio and car cards 
will be used. 
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Nielsen Elects Sundquist 


Eric E. Sundquist has been elect- 
ed a vice-president of A. C. Niel- 
sen Co., and will continue as a 
member of the radio and televi- 
sion index sales division. He join- 
ed the Nielsen Co. in 1948. 


Latham To Gardner Agency 

E. B. Latham & Co., New York, 
distributor of electrical supplies 
and appliances, has appointed 
Fred Gardner & Co., New York, for 
advertising in newspapers. The ac- 
count formerly was placed direct. 


James D. Woolf 


Advertising 


Consultant 
Inquiries invited from 
advertisers and agencies 
Santa Fe, N. M. 


that is, were terrific. 


Reilly Electrotype Co 
Creators of Better Plates 


ITH SHOPS throughout the nation, this 

\X) clothier had a mat problem. His perfectly 

scrumptious suits, that looked so good in his 

windows, looked more like zoots when repro- 
duced in the small town Gazettes. 

So this famous clothier ran for office—our office. 
Someone had told him about Reilly Plastictypes. 
Reilly took the artwork, made Plastictypes that 
delineated every stitch, made every Gabardine, 
Tropical Worsted, Covert and Sharkskin look so 
real, so quality—that by nightfall the returns, cash 


Ee he ge eg. 


mpany 


a for Better Printing _ 


|: 305 EAST 45th STREET, NEW YORK 17, N.Y. 
fe 2 ° 


Reilly Plastictypes give your products a three- 
dimensional effect with perfect definition, fine 
overtones, delicate highlights, crystal clarity. 


Reilly Plastictypes cost a 


bit more, and why 


not? They assure you of getting maximum mile- 
age out of costly space, photography, artwork 
and copy. Five million Reilly Plastictypes have 


already done just that. 


Call or write Reilly if you plan to advertise 
your product... because Reilly is the expert on 
reproduction. Here’s the coupon that will start 


your ads a-sellin’. 


REILLY PLASTICTYPES 


Reilly Electrotype Co., 305 E. 45th St., New York 17,N.¥. | 


1 
a : fed 
eel Show me why your Plastictypes will give me AA/8 
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One NIAA-er to Another 

To the Editor: I was so happy 
to see your tribute to Ben Chap- 
ple Sr. in your issue of July 24, 
because I believe in handing a 
man a bouquet while he is still 
able to smell it and enjoy its 
beauty. 

I agree 100% with what you say 
about Mr. Chapple, especially of 
his ability as an orator. This abil- 
ity was never more forcibly nor 
dramatically set forth than at one 
of the wartime conferences of 
NIAA held in Atlantic City. I was 
emceeing one of the luncheon 
meetings at which one of the na- 
tional business publications had an 
array of talent who were to give 
out with off-the-record informa- 
tion. 

The program committee had ar- 
ranged with one of the large net- 
works for a nationwide broadcast 
of the proceedings to begin 
promptly at one o’clock. Through 
a misunderstanding the speaking 
talent were unaware of the in- 
tentions to broadcast. At about ten 
minutes to one the radio announcer 
put in his appearance to ready 
things for the broadcast. When the 
chief of the speakers was ap- 
proached for background mater- 
ial he bluntly informed the an- 
nouncer and the emcee that the 
program, because of its confident- 
ial nature, could not be broadcast. 


This department is a reader’s forum. Letters are welcome. 


Here we were, within eight 
minutes of going on the air with 
the entire Blue Network cleared 
for a nationwide broadcast and no 
program. The announcer turned to 
me and asked if I would pinch hit 
for 20 minutes, as it was too late 
to change arrangements. I thanked 
him for the compliment but de- 
clined, He then got rather tough 
and said that he simply had to 
have a program and that it was up 
to me to provide one. 

Time was marching on-—we now 
had less than five minutes and the 
man at the transmitter was tear- 
ing his hair. In desperation I 
glanced wildly at the audience, 
hoping to see someone who could 
talk. At one of the front tables sat 
Ben Chapple. 

In two seconds flat I was at his 
side explaining the situation and 
pleading with him to take over. 
Knowing what I was up against, 
he agreed. When we reached the 
platform we had just two minutes 
left until one o’clock. Ben stepped 
aside to get himself set while I 
briefed the announcer whose fin- 
ger was already in the air as a sig- 
nal to the man at the transmitter. 
At precisely one o’clock the finger 
fell and the announcer was telling 
th world at large about the con- 
ference. Ben was at his side, smil- 
ing and ready. When he was intro- 
duced he took over the mike and 
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for 25 minutes he poured forth a 
stream of oratory that was inter- 
rupted several times by bursts of 
applause. 

Very few in the audience were 
aware of the drama that had 
taken place. Most believed that 
Ben was a part of the scheduled 
program until the emcee told them 
what had happened. 

Only a genius could have done 
what Ben Chapple did that day 
and no greater wish for the success 
of Ben Jr. as current president 
of NIAA could be had than that 
he equal the record of his dad in 
his service to the world’s greatest 
advertising association. 

Frep I. LACKENs, 
Ft. Lauderdale, Fla. 


* 8 * 
It's Tennis, Tennis, Tennis, Ten 
To the Editor: No doubt many 
people have called your attention 
to these two ads in the July 19 


PUNSST BERR SERVER... 4VYuR FART” 
ast ge 


ig ag * 


issue of Life. Looks like one of 
them should change his approach 
—both using tennis players isn’t 
fair. 
Don SMITH, 
Advertising Manager, Wilson 
& Co., Chicago. 


Hadacol Gives Reader a 
Pain—You Know Where 

To the Editor: Here’s one for 
the Creative Man. I seldom write to 
periodicals to pitch on this “fas- 
cinating advertising business,” but 


Popular Fighter Proves Hadacol 
Great ‘Builder-Upper’ For Athletes 


who also get tired, run-down because of deficiencies of 
Vitamins B:, Bz, Iron and Niacin in Their Systems. 


Orris Lee Story is a very popu- | 
lar figure in Wichita Lk. 
r 


“Last year just an- 
other run-of-the-mill pyoctems 
fighter. My coach couldn't put 

mger on just what my 
trouble was. My best punch was | 
a hard right cross, but try as I | 
would it was falling inches short 
of my opponent. 
- “Also the last p-go} 4 
jetely 


I had dro; | 
him I coulda | 


Be Fair To Yourself 
right because | What HADACOL did and is do- 


stomach 

‘bances due to lack of Vita- 
mins B,;, Bs, Iron and Niacin. 

it with a lot of doubt in my|HADACOL not on supplies 
your deficient system with exrtra 
quantities of these vital ele- 
at neu-|ments but also beneficial 
turn, 


pa! 

for pep, stamina and a whale of 

a swat—thanks to HADACOL!” 
‘Take HADAOOL Everywhere 


Orris St continues, “If I 
leave town even for 24 hours to 
tournament, I 


tant to 

health. And HADACOL's won- 
derful Vitamins and Minerals 
come in special pleasant liquid 
from so : 

quickly absorbed and assimi- 
lated in the blood—ready to go 
to work at once 

today. Get that wonder- 

eve 


te et } = - 
tle, on. 1.25. Large family or 
tal size, $3.50. 

© 1980, The Leftlans Corperetion 


take part in a 


suffering from neurii 
ins or that listless, tired feel- 
that its a person 


the enclosed Hadacol copy reeks 
to Maine and back to California. 
Can you imagine this “fly- 
weight” boxer employing whom? 


sors told me whom is obsolete. And 
what state boxing title? The letter, 
of course, is the work of a ghost 
writer. I wonder if he (or she) can 
sleep nights. Or does he (or she) 
mix a Hadacol cocktail before re- 
tiring? Ugh! 
Is the FTC powerless? And Le 
Blanc, a state senator himself! For 
shame! 
It’s stuff like this that gives 
advertising the proverbial black 
eye. Again, ugh! 
BIL. SEars, 
Fort Worth, Tex. 
We don’t like the advertising 
either, but what’s this stuff about 
“whom” being obsolete? 
* * 


Offers a Tip on PR 
To the Editor: Read with in- 
terest your story on railroad public 
relations (AA, July 24) but sug- 
gest that some of the other smaller 
railroad associations put an ad- 
dress at the bottom of their ads— 
someone may want to drop them 
a line, for or against. 
J. B. MILcraM, 
Advertising Manager, John F. 


of Life. 


Why, even my old English profes- 


Trommer Inc., Brooklyn. 


Wants Association Piece 

To the Editor: In the July 31 
issue of ADVERTISING AGE you re- 
produced an article in the “What 
They’re Saying” column from the 
July issue of Feed Institute’s Di- 
gest. 

Having a number of associa- 
tions as printing accounts, I 
would very much appreciate the 
opportunity of being able to photo- 
offset that article and give a num- 
ber of copies to these associations, 
and, if they wish, print enough so 
that they can mail them out with 
their own mailings to association 
members. This would be a good 
will service on my part. 

A. G. PopPpLEWELL, 

Aarms Service, Ridgewood, 

N. J. 


Amarillo Adclubbers to See 
AA ‘Veneer’ Editorial 

To the Editor: May we have 
permission to reprint the editorial 
entitled “The Veneer is Rubbing 
Off in Places,” which appears in 
your July 17, 1950, edition? 

Our plan is to reprint it in our 
August issue of “Amar-Tising,” 
local ad club publication. 

ALFRED C. KIpp, 

Editor, “Amar-Tising,” South- 

western Public Service Co., 

Amarillo, Tex. 


2 * * 
‘Keep Pitching,’ Stebbins 
Advises Creative Man 

To the Editor, for The Creative 
Man: 

Yes, I have an excellent sug- 
gestion for improving your col- 
umn: 

Leave it alone! 

We need more guts in advertis- 
ing—not less! 

Anybody with horse sense knows 
such a column must be cloaked 
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money, there is no occasion fg 
apologia. Just keep pitching! 
Hat STEsBBINs, 
President, Hal Stebbins Inc, 
Los Angeles. 


Law Enforcement Suggested 
for Radio Crime Wave 

To the Editor: From the Na. 
tional Safety Council I can fing 
out how many people were killed 
by accidents in any one day. From 
some source, I am sure, combined 


——_— 


GEORGE SHAW 


$2 Million Spent 


on the “look” of = 
EAST LIVERPOOL (Ohio) | [=~ 
Between the years 1944 and —1y 


1949, East Liverpool, Ohio, did 
a face lifting job that cost over 
$2 million. AND, since January 
1st this year, up to June 30th, 
another $353,875 was spent for 
building in the corporate city, 
PLUS tens of thousands spent 
in the trading area where we 
distribute, six days a week, 
over 16,000 copies of one of 
the best edited newspapers in 
this country. 


What goes with building? 


Just about every single item 
listed as “consumer goods.” 
Rugs, carpets, washing ma- 
chines, tools, radio sets, pianos, 
etc., PLUS the hundred and 
one other items that make a 
house a home. 


Lots of 
transportation here 


In our county we have 22,000 
passenger cars, 3,200 trucks, 
and hundreds of tractors on 
farms. 


We make quick 
introduction to the 
buyers 


Should you decide on a test 
campaign for East Liverpool 
or a regular schedule, and you 
want a quick introduction to 
the buyers, my time is your 
time, anytime. 


OUR 7 PAPERS 


CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 


These 3 represented by 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 
EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 

These 4 represented by 
John W. Cullen Company 


; 
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on ff police records can tell me how| kits for their departmentalized | Golden State Gets Bakery White Rock Buys Franchise General Precision to Adams 
: many crime deaths there were in| operations. : Golden State Co., western dairy,| The Welchade bottling franchise} Burke Dowling Adams Inc., 
INS, any one day. It seems to be especially adapt-| has announced adoption of a pol-| for the Los Angeles area has been| Montclair, N. J., has been appoint- 
Ine. Who can tell me how many ra-/| able to the many small merchants| icy of diversifying its operations| purchased by White Rock Bottlers| ed to handle the advertising and 
3 dio deaths—violent, gory, shriek-| who have never budgeted their ad-| by acquiring an equity interest in| Co. Advertising is being handled public relations of General Pre- 
ing radio deaths—there are in any | vertising dollars. One of them men- food processing and distributing| by Davis & Co., Los Angeles. Point} cision Laboratory, Pleasantville, 
day? Do Hooper and Nielsen| tioned that he paid out over $800| Companies in California. First ac-| of sale and TV will be the major| N. Y., maker of a line of television 
ted one 4 them? in 1949 just for “donation” adver- quisition is an interest in Sugar ’n’| media this season. broadcast equipment. 
and if the fictional total per| tising, which was 30% more than Oe at, fi Tae DRGINs Neneey. 
’ q is n i n- 
e Na. day exceeds the normal total per| he spent for legitimate advertis- 4 2200,000 plant is now being con-| Sunnyvale Names Agency | Carr Appoints Leary 
n fing day, shouldn't we have a little| ing. anes Rise. Prag Med .-™ pa iliam Leary, formerly ith 
# : “law enforce- ae idiary of Schuc 0. ., has} Butler-Emmett, ortland, re., 
killed = a little “la poe kit — — ode \~ Sapiro Joins Ried! & Freede appointed Russell, Harris & Wood | agency, has been appointed an ac- 
. From g§ ment: & tt Seta a budget with a small r t William H. Sapiro, formerly} Inc., San Francisco, to handle its| count executive of Ray Carr Or- 
nbined — ’ take care of the menu cooperation | with Michaels Brothers, New York,| advertising for Rancho soups.| ganization, Portland. He succeeds 
Niagara Falls, N. Y. | ads, baseball score sheets, wall| has joined Riedl & Freede, Pater-| Royce Russell is account exec-| Dick McKinney, who resigned to 
i signs, etc. We can’t help but feel| son, N. J., as an account executive. | utive. live in San Francisco. 


. * * 

New Record-Keeping Book 
for Admen Developed 

To the Editor: Enclosed is a 
copy of what we believe to be 
about the first tangible item an 
advertising agency has ever offer- 
ed for sale. 

The booklet itself, or “kit” as 
we term it, consists of a spiral- 


pound copy of 12 special size en- 


that it is doing a great deal to- 
wards making advertising pay off 
better for most business people, 
because it gives them an oppor- 
tunity to channel their money into 
more legitimate media. 

Direct mail advertisers, too, have 
found this much to their liking 
because it gives them a chance 
to chart their returns daily on the 
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30th, which has a special advertising| listed. e_¢ J 
t for | breakdown form printed on the} We have had requests from How s famous flour mix strengthened its 
city, envelope and flap. This is for plan-| newspapers who want to sell the a ‘ > : as 
pent ning advertising budgets, keeping| kits to certain customers (and 
a, an accurate record of all expenses,| some who want to give them to sales leadership in highly com petitive Houston 
checking results, and filing tear| some of their pet accounts) as . ° re 
+. sheets, statements, and other per- well as from a few other adver- market — using The Chronicle exclusively 
tinent advertising data tight in the| tising agencies. So now we are 
same kit. At the end of a year’s| producing them a little faster. This i l . A ° — 
ng? time, the advertiser has_a com-| The chart was developed by the * Is 18 an unusua and interesting case history. It is important 
Bs vate arse of his entire adver- weeny Gnee a pores ot = ae a to note that this flour mix* was in first place in its classification in 
n ising picture. serv many e is A 
ds.” | While the kit was designed| national advertisers. It started all four periods from April 1, 1948, to April 1, 1950. Also, that 
nos, | especially for the clients of our| with a mimeographed form which its biggest jump was made in the period in which The Chronicle 
agency, it has been sold outright| was printed in 1946, and then was was used exclusively. Here’s excellent testim . - 
= to advertisers who are either too| developed into this kit this year. selling ability in th +" h’s No. 1 L ony of The Chronicle’s 
small to hire the services of an Armanp J. HANSON, ng ability in the South's No. | market. 
agency, or have their own adver- Hanson Advertising Agency, 
tising department and utilize the| Santa Ana, Cal. 


Market This This Product’s* 
Performance Product’s* Advertising 
of ALL Flour Per Cent of Performance 
Mixes Market (in Lines) 
Chronicle (D) 1990 
Report No. 1 Chronicle (S) 4410 Comic 
(April 1 to 38.9% 14.4% Post (D) 1578 
Sept. 30, 1948) Post (S) 425 Parade 
Chronicle (D) 2395 
Report No. 2 Gente 
(October 1 to 36.8% 14.9% canes “ _ 
March 31, 1949) Post (S) 1700 Parade 
Report No. 3 Chronicle (D) 64 
° Ch 1 
(April 1 to 43.0% 14.8% ea 0) - oF moni 
Sept. 30, 1949) Post (S) 425 Parade 
Repo rt No. 4 Chronicle (D) 3203 
(October 1 to 42.3% 16.2% —_ ay ~ oe 
March 31, 1950) Post (S) 


* Name of product upon request. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY 
Advertising Director National Advertising Manager National Representatives 
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MATRIX COMPANY 
517. SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 
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Andrea Appoints Hobby 


Andrea Radio Corp., New York, 
has named Jack L. Hobby, former- 
sales promotion manager of 
Banshast-feanawerta Corp., as ad- 
vertising and sales promotion man- 
ager. Lynn Eaton, now general 
sales manager, previously handled 
all advertising and promotion for 
the company. 


Magazine Names Greenwood 
Helen E. Greenwood, formerly 
associate editor of This Week Mag- 
azine and Reader’s Digest, has 
been named editor of Every- 
woman’s Magazine, a month- 
ly expected to make its bow in 
anuary. Everywoman’s, 31 W. 
47th St., New York, will be dis- 
tributed by supermarket chains. 


‘Ensign’ Names Tingle A. M. 
Harold J. Tingle, formerly with 
the sales and merchandising staff 
of Johnson & Johnson, Montreal, 
has been named advertising man- 
ager of the Ensign, Montreal, news 
weekly. Major J. R. Prefontaine 
has been appointed circulation and 
promotion manager. ° 


MEMO TO 

ADVERTISERS 

aan "JAMES D. WOOLF 
AREA is our consultant on 


copy and plans. Let 
him help, through us, 
to put Salesense into 
your advertising. 


The ROWE & WYMAN Company 


104 WEST a _r > 


CINCINNATI 2 


James D. Woolf Talks... 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 
former vice-president 


Thompson 


successes. 


The Urge to Buy 

In what it seeks to do all ad- 
vertising has the same objective. 
You may be a national advertiser 
in the magazines or over the air, 
you may be a retail advertiser in 
the newspapers or charity pro- 
grams, you may send out mail or- 
der catalogs, or you may pin your 
faith to roadside signs or skywrit- 
ing. 

No matter how you advertise, no 
matter what you advertise, what 
counts is the urge to buy. 

There is variety, of course, in the 
manner of purchase. In the case 
of, say, a small drug store item, 
you walk to the counter and toss 
out a few coins for the thing you 
want. When you’re buying by mail, 
you write out a check or money 
order and drop it into the nearest 
mail box. You may buy an insur- 
ance policy or a Fuller brush when 
a salesman calls at your door. And 
you expect to see a demonstration 


monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


of J. Walter 


Company, is writing this 


when you go in debt for an auto- 
mobile or a television set. 

No matter. Whatever the manner 
of purchase, giving people the urge 
to buy is the paramount job of 
advertising. 


How to Make People Hanker 

How do expert copywriters give 
people a yen for this or that prod- 
uct? My friend, Albert (“Ab”) 
White, a Los Angeles agency man, 
sums it up beautifully, as follows: 

“People are given a hankering 
by what a product DOES rather 
than what it IS.” 

Now Ab is not saying that your 
copy should go light on product 
facts. When the information is 
pertinent and important the reader 
should be told what your product 
is made of, how it is made, what 
it costs, why it is worth what it 
costs, etc. 

But these facts must be inter- 
preted in terms of human needs 


Harold Schafer of GOLD SEAL, says: 


‘Per radio dollar spent, 
BEST return from Station KFYR’” 


Bismarck, N. Dak.—When Harold Schafer, the merchandising wiz- 


ard behind “GLASS WAX”, 


“WOOD CREAM” and “SNOWY 


BLEACH”, started his trek to success, the first radio station he used 
was KFYR. The choice was logical because Bismarck is the home 
of the Gold Seal Company. KFYR quickly proved itself to Harold, 
and today he says: “Per radio dollar spent, I get the BEST return 


from Station KFYR.” 


o cediit oe 


LS aed Be 


Right now, Harold Schafer’s Gold Seal Company is using KFYR 


for a test on the newest product of the Gold Seal Co. 


Illustrated 


above are F. E. “Fitz” Fitzsimonds, station manager, (left) and 
Harold discussing promotion for SNOWY BLEACH—a concentrated 


bleach in powder form. 


Of course, there’s nothing new in using KFYR for a test. Adver- 
tisers have been doing it ever since KFYR went on the air, twenty- 
five years ago. That’s because KFYR occupies an enviable position. 
Market-wise KFYR is located right in the center of one of the 
world’s largest and most fertile agricultural areas—where unusual 
soil conductivity helps carry the KFYR signal over a larger area 
than any other station in the United States. 

These two major factors, plus NBC affiliation and strong local pro- 
gramming, has developed unmatched listener loyalty. 


No wonder that men like Harold Schafer use KFYR . 


. for testing 


and for “long haul” profits. KFYR pays off because your . radio dollar 


on KF YR goes further. 


| get the 


For the complete story, 
ask any John Blair 
man about KFYR, Bis- 
marck, North Dakota 
.. . Operating on 550 
kilocycles, 5000 watts. 
Remember . . . your 
radio dollar GOES 
FURTHER on KFYR! 


NBC AFFILIATE 


5000 WATTS, 550 K.C. 


and wants. Your words and pic- 
tures must tell the reader what 
your product will DO for him. 

Take, for example, the Toni 
Home Permanent. The copy tells 
the reader about Toni’s “exclu- 
sive gentle-action formula.” But 
what gives the reader a yen is the 
assurance that “Toni looks as love- 
ly as a $20 permanent—feels as 
soft as naturally curly hair.” 

Phoenix Mutual’s advertising 
does not describe in detail what 
its retirement income plan is. The 
copy bears down heavily on what 
the plan does—namely, guarantees 
your future with $200 a month. 

Now the foregoing, my dear 
Watson, seems elementary. So it 
is. But a lot of advertisers don’t 
believe it. Here, for instance, is a 
full-color page that cost enough to 
buy you a nice home on Long Is- 
land. The product is a sparkling 
water. The copy? Merely this: 
“For over half a century—the 
symbol of America’s Finest Bev- 
erages.” That’s all. By not so much 
as a single syllable does the ad tell 
the reader what the product will 
do for him. 

And here’s a color page for a 
spark plug. What will it do for the 
motorist? The copy doesn’t say. It 
tells the reader he should insist 
on this particular make because 
“Its Quality and Dependability 
have kept it First in Public Pref- 
erence for Over a Quarter Cen- 
tury.” 


How to Get Action 

Interpreting a product in terms 
of what it DOES, making the read- 
er want to do the thing you are 
urging upon him, calls for skill in 
appealing to the emotions. Listen 
to Robert Collier, one of the great- 
est mail order experts who ever 
put pen to paper: 

“To get action, you need to 
arouse emotion on the part of your 
reader. You may convince his in- 
tellect that the thing you want him 
to do is right and is for his best 
advantage, but until you arouse in 
him an urgent desire to do it, 
until you make him feel that what- 
ever effort it requires is of no ac- 
count compared with the satisfac- 
tion it will bring him, your let- 
ter is lacking in its most important 
essential. It has everything else, 
but if it lacks that faculty of arous- 
ing the right feeling, you might 
as well throw it away. It will 
never make you money.” 

Appeal to reason by all means. 
Provide facts that will give people 
a sensible reason for buying, a 
logical excuse for spending their 
money. Win confidence by sup- 
plying product information and 
guaranteed satisfaction. “But,” says 
Robert Collier in his fine book, 
“if you want to sell goods, if you 
want action of any kind, base your 
real urge upon some primary emo- 
tion,’’* 

In other words, tell your reader 
what your product will DO for 
him—in terms of human needs and 
yearnings. 


*THE Robert Collier LETTER BOOK, 
Prentice-Hall Inc., N. Y. 


‘Chain Store Guide’ Out 


Chain Store Business Guide Inc., 
an affiliate of Chain Store Age, 
has just published the 16th an- 
nual edition of the “Chain Store 
Guide Directory.” The Guide, pric- 
ed at $12.50, lists 1,906 variety 
chains operating 12,452 stores and 
1,714 general merchandise chains 
operating 11,442 stores, as well as 
buying syndicates and cooperative 
buying groups. 


‘Beverage Media’ Moves 


Beverage Media Ltd., publish- 
er of Beverage Media, monthly 
trade publication for the wine and 
liquor industry of New York state, 
has moved to 251-255 Fourth Ave., 
New York. Associated Beverage 
Publications, a group of 13 state- 
published wine and liquor trade 
publications, will also be located 
at 255 Fourth Ave. 


Advertising Age, August 14; 1959 


Synthetics Ride 
High, Soaps Off, 
Figures Show 


New YorK, Aug. 10—Release 
earlier this week of six-month fig. 
ures on sales of soap and synthetics 
by American Soap & Glycerine 
Producers Inc., points up the start. 
ling inroads which synthetics are 
making in this market. 

Soap sales for the first half of 
1950, the association reported op 
the basis of figures supplied by 83 
manufacturers, were 11% below 
last year. On the other hand, syn- 
thetic detergent sales were more 
than 60% higher than in the cor. 
responding period of last year, 
based on reports from 34 pro. 
ducers. Total sales in the fielg 
were up almost 4%. 

Non-liquid soap sales for the gix 
months were put at 1,117,310,000 
pounds by the association, off more 
than 100,000,000 pounds from last 
year’s figure of 1,253,722,000 
pounds. Synthetics sales for the six 
months were 521,903,000 pounds, 
up almost 200,000,000 pounds from 
the 1949 six-month sales of 325,- 
376,000 pounds. 


a The revolution in the cleansing 
field is pointed up by figures from 
Industrial Surveys Co., which re- 
ports that housewives purchased 
17% less fine fabric and laundry 
soap during the first six months 
of this year than last, but boosted 
their purchases of synthetics by 
46%, for an over-all consumption 
increase of 4%. 

Tide, the Procter & Gamble syn- 
thetic which has swept the field 
since its introduction a few years 
ago, is still far and away the 
largest seller of any soap or de- 
tergent product. Surf, the Lever 
Bros. entry, is reported doing bet- 
ter because of changes in the prod- 
uct, but is still a long way behind 
the leader. 

In the soap field, Rinso and 
Oxydol are in a continuing dog 
fight for the lead, with Duz not far 
behind. In fact, trade sources say 
that brand loyalty in the soaps and 
synthetics field is practically non- 
existent, and that the product 
which gains the short-term advan- 
tage in sales at any particular 
moment is that which has the most 
attractive consumer deal. 


ws All of the soap companies have 
been dealing hand over fist in re- 
cent years, largely as a sampling 
operation in connection with new 
products, with the result that their 
poundage figures have gone way 
up on dealt brands, even though 
profit margins have been cut 
sharply. 

As a result of the hectic promo- 
tions put behind the brands, some 
trade sources say, Lever has thus 
far come a long way from break- 
ing even on Surf, and there are 
plenty of doubts expressed as to 
whether P&G has yet been able 
to show a profit on Tide, despite its 
tremendous success in stealing the 
market. 


Bjorn Bjornson Appointed 


Bjorn Bjornson, former Wash- 
ington radio commentator, has 
been named public information 
manager of Northern States Power 
Co., Minneapolis. Mr. Bjornson was 
formerly editorial writer for the 
Minneapolis Tribune before join- 
| National Broadcasting Co. in 

41. 


Four A’s Appoints Goode 


American Association of Adver- 
tising Agencies, New York, has 
appointed Mackarness Goode, 4 
staff executive since 1948, as senior 
executive in charge of member- 
ship, council, and chapter activ- 
ities. Mr. Goode succeeds George 


L. Ogle, who has resigned. 


Advert 
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Advertising Age, August 14, 1950 


Federal Reserve Figures on Department Store Sales 


WASHINGTON, Aug. 7—Panic buy- 
ing by consumers during the week 
ended July 29 pushed up depart- 
ment store dollar volume 42% 
above the volume for the same 
week last year. 

The pattern of war-scare buying 
began to take shape, however. Not 
all departments of retail stores felt 
the buying splurge. Nylon goods, 
sheets, pillowcases, electrical ap- 
pliances, television sets, furniture 

and floor coverings were in great- 
est demand. 

The major portion of the tre- 
mendous increase in buying was 
concentrated in departments sell- 
ing these items. 

There also were indications that 
the panic buying was beginning 
to slow up. The retail sales index 


DEPARTMENT STORE 
~ SALES INDEX 


Week to July 29, ’50* p296 

Week to July 22, 50*..302 
Week to July 30, ’49* 209 
Week to July 23, ’49*..207 
Month of June, ’50*....p281 
Month of June, ’49*....269 


pPreliminary. 
*Not adjusted seasonally. 


of the Federal Reserve Board 
(1935-39 equals 100) declined from 
302 for the week ended July 22 
to 296 for the week ended July 29, 
and a number of Federal Reserve 
districts reported that sales had 
begun to level off. 

Confirmation of this trend, how- 
ever, still is several weeks away. 

The pattern of buying in various 
areas throughout the country 
changed significantly from the 
preceding week. The Deep South, 
for example, registered a large 
cut-back in buying, as did the 
markets in southwestern and West 


Coast states. 

But the Cleveland, Philadelphia 
and New York districts reported 
equally large gains from July 22 
to July 29. Other districts held 
steady or declined slightly. 

% Change from °'49 


Week Ended 
July July July 
15 29 
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Federal Reserve 
District and City 
UNITED STATES 
Boston District 
New Haven .... 


27 

Boston. .......... 13 
Springfield . 20 
Providence . 14 
New York District 15 
Newark. ............ 7 
Buffalo . 22 
New York 14 
Rochester 16 
Syracuse 25 
Philadelphia District ...... 16 
Philadelphia 9 
Cleveland District 21 
yee 22 
Cincinnati 14 
 .. eres 16 


New Orleans . 
Nashville ......... 
Chicago District . 
GI citi cccesateennnsigsinnne 
Indianapolis 
Detroit ............. 


. Louis District .. 
Little Rock 
Louisville .. 
St. Louis 
Memphis ... 

Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 

Kansas City District 
Denver 
Wichita .............. 
Kansas yl 
St. Jose 


Oklahoma City 


nio 
San Francisco District .. 
Los Angeles ea 
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Today's Biggest and Best Buy 


in Northwestern Indiana 


is the 


LAFAYETTE JOURNAL and COURIER 


195% INCREASE 
LAFAYETTE RETAIL BUSINESS VOLUME 


(PERIOD 1938-48 — U. 


S. BUSINESS SURVEY) 


CIRCULATION (Net Paid) 41,079 
SERVES 11 COUNTIES 


The 


LAFAYETTE JOURNAL AND COURIER 


LAFAYETTE, 


INDIANA 


SHANNON & ASSOCIATES, INC., REPRESENTATIVES 


ESP er eee ee 
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Zenith’s McDonald 
Calls Phonevision 
Estimate Ridiculous 

Cuicaco, Aug. 8—E. F. McDon- 
ald Jr., president of Zenith Radio 
Corp., has charged that Nathan 
Halpern’s estimate of the number 
of video set owners who would be 
willing to pay for phonevision is 
a “ridiculously low figure” (AA; 
Aug. 7). 

Mr. Halpern, of Theater Own- 
ers of America and television con- 
sultant of Fabian Theaters, Brook- 
lyn, recently indicated that phone- 
vision, if the Federal Communica- 
tions Commission approves it, will 
be a relatively unimportant de- 
velopment, because few TV set 
owners will be willing to pay the 
cost of the service. 

Said Mr. McDonald: “If Mr. 
Halpern feels that phonevision 
will be such an unimportant fac- 
tor as he has indicated, I am won- 
dering why the various associa- 
tions of motion picture exhibitors 


are opposed to the producers’ rent- 
ing films to Zenith for its phone- 
vision test and, in some instances, 
have indicated an intention on the 
part of the exhibitors to retaliate 
against any producer who does 
rent films for that purpose.” 


Fisher Agency Names Five 


_H. V. Petersen, account execu- 
tive, has been named vice-presi- 


dent and a director of James Fish-| II 


er Co., Toronto agency. Other new 
appointments include: H. C. Ma- 
son, director; S. G. Law, produc- 
tion manager, director; H. M. Duff, 
account executive, director, and 
G. E. Fowles, treasurer. George 
A. Martin, executive vice-presi- 
dent and treasurer, will continue 
as vice-president and director. 


Gibbons-O'Neill Gets Russell 

F. C. Russell Co., Cleveland, 
manufacturer of combination win- 
dows, has appointed Gibbons- 
O'Neill Inc., Cleveland, to handle 
advertising and publicity for all 
products. Plans for the coming 
year’s advertising and merchandis- 
ing will get under way imme- 
diately. 
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Uncle Sam Picks McWeeny 


Douglas L. McWeeny Jr., 26, as- 
sistant space buyer in the outdoor 
advertising department of J. Wal- 
ter Thompson Co., Chicago, has 
been ordered to report for duty 
with the Tenth Air Force Aug. 11, 
at Chanute Field, Rantoul, Ill. 
With the agency for the past three 
years, he is the first in that office 
to be recalled. He served 39 months 
with the Air Force in World War 


JAMES D. WOOLF 


a 
ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


The 
RIDGWAY CO. 


Resultful Advertising 
1901 LOCUST ST. + ST. LOUIS 


825 
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Here is the second report in the continuing 


series of market data 


About Capper’s Weekly Families.” 
book will help you in understanding the 
enormous sales potentials for your product 
in the rich Midwest Farm and Rural Town 
market covered by Capper’s Weekly. This 
report is brimming over with pertinent, 
valuable facts you will want to know — 
and they are presented in a concise, clear 


and revealing manner. 
copies today! 


Capper 


THE FEATURE NEWS WEEKLY OF THE RURAL: MIDWEST 
FAMOUS FOR READER INTEREST 


912 Kansas Avenue 
Topeka,Kansas © 


1000 


TAPPER’S WEEKLY 


legs 


. “Facts 
This 


studies. . 


Send for your free 


5 Week 


CAPPER 


“Facts 


PUBLICATIONS INC 


FRREETTY of the Valuable 


Facts in Report No.2... 
CAPPER’S WEEKLY 


About 


Families!” 


Pewer and Fuel 


fer Appliances and Heating 


Repos mbar De he Ser es 


toon ano CADPERS WEEKLY to .-++ 


facts asour 


famnnts 


i - = 
| ——————_— | 
’ ee . 
| 1 
PO i 
please . 
h fig. ; 
hetics = 
-erine : 
start. 
‘Ss an sated Ch 
14 4 
alf of ; 
od on | : 
by 8 f 
elow 
| $yn- , 
more 
» Cor- 
year, 
field | | 
eld ze 
1e six —— . i. © ‘ 
0,000 Pittsburgh diiieien ~ -a 
more | a a Richmond District ........... 12 As ENE RE EE ERS 19 Ge Ee ee ee eS ee ee ee ee ee , 
1 last ae - Washington ................... 17 RAE AS 
Aadbetidven Ley IID. cnaiainenerenscaibes 7 seks 
2,000 £ ‘ Atlanta District .............. 32 Sees : 
1e six i 3 Birmingham ................ 32 diieieteeece > 
4 Es RET 35 Se 
unds, ‘3 Atlanta ...... me 20 Bsa 
from 3 @ 35 sree 
i : 13 
: ; 27 
, | : pe | 
nsing} | ; - = = acre 
from 3 i edited af a Rees . : 
href : ae Penn | 
lased © eecemmmuanan copper ER SI eh PRR ie ae 3 coveee 18 pa srt Bi 
ney = 4 
onths aes ee Bat 
— oa oes 
s by aes Seana 
Z = 7 HOMES HAVE MECHANICAL 
ae ee i | 
— os ie! ; 
field — District ..........0...+ 4 Sues ' 
- Fort Worth cc. 35 we | 
the (—x_——EE~ 41 Ft aa ee 
‘bet. 7 aaa 
bet-  — Spam z iieittateenntee 
n Franc auaiineesnes Soseetae 
rod- eee T hi: a: i Ss 
‘hind Salt Lake City ............ 24 $s 
re — a 
dog 2 eee 2 
t far , 
non- ; 
duct 
van- ; 
-ular 
most 
van | CCCs 
1 Te- ee = p ; 
new Ss . \pd , 
new ae | 6 | a 
their e : 
way nea ( wae 2 
pugh aja ae 
cut ee x : a | 
ane ee = 4 ——— | 
pred el rr. ; 
thus ea =< | 
eak- | nee ae ; 
are ae | ovace Gonna mearng Mans | 3 
s to oe U 5 
2 mee ae : 
ie its | 2 re Es : 
; the seins | a | H 
has ; : 
tion SS 
wer 
was 
the : 
oin- 
». in 
es 
|| 
ver- — 
has _ ett 
ee — an” 
nior 7 —- | 
ne a 
‘tiv- : E 
ze ep lee Be ee ie : a ik cA i hd MA ate eal US, Sadia teh aisle auiamemngeaia. a cri *: 5:3, a ie epee, i Sie tite tae eo Ree oe ecg ON BO 3 ea an e cS alee et ES i ee a 


50 
Swift to Back Gopher Games 


The table-ready meat division of 
Swift & Co. will sponsor Univer- 
sity of Minnesota football games 
over KSTP, Minneapolis, and the 
Northwest Network this fall. Jack 
Horner, KSTP’s director of sports, 
will do the play-by-play. J. Walter 
Thompson is the agency. 


Knights Appoints Butler 


James Knights Co. has named 
Kenneth B. Butler & Associates, 
Mendota, IIl., to handle the adver- 
tising of its non-freezing ground 
hydrant and non-freezing wall 
faucet. Trade publications, direct 
mail and dealer display advertis- 
ing will be used. 


COVERS THE RICH 


*800-MILLION 
AKRON MARKET! 


Akron’s ONLY daily and Sunday newspaper 
enjoys the unique distinction of covering one 
of the country’s largest and richest markets. 


Sell every Beacon Journal reader and you 


sell the entire Akron Market. 


That’s why we 


say, “In Akron, ONE and ONE ALONE can 
do an adequate selling job for you.” 


AKRON BEACON JOURNAL 


THIS LITTLE ARTIST WENT TO 


MARKET pres to doa 
‘better job for his client. 


Art ability is only one part of an 
artist’s success picture. He must 
also know how to get the most out 
of his work when reproduced, and 


do it economically. 


CRAFIINT 


DOUBLETONE DRAWING PAPER 
has invisible shading screens 
processed into the paper itself. 
These tones instantly become vis- 
ible when Doubletone developer 
is brushed on. Shading appears 
only where the artist wishes it. 
Finished art, although containing 
two tones of gray plus black and 
white, still reproduces as straight 
line work. Here’s economy you 


can't beat! 


Write today for chart showing the 
17 different Doubletone patterns available 
and many interesting examples of Double- 


tone work. 


THE CRAFTINT MFG. CO. 
1227 E 152nd St @ Cleveland 10. Ohio 


Along the Media Path 


e@ Ebony will carry color ads on 
its inside pages for the first time 
in the October issue. The 108-page 
edition will be the largest in the 
magazine’s history, and will in- 
clude 53 pages of ads, at least six 
of which will be full color. 


e Station WHOM has issued a re- 
port on Italian language listening 
in New York, based on a survey 
of listening habits in 5,000 Italian- 
American homes. The study was 
made by Robert S. Conlan & As- 
sociates Inc. 


e@ Using figures from the 1948 
Census of Business, the Detroit 
Free Press has prepared an eight- 
page booklet on “Retail Trade in 
the Detroit Area & Michigan—1948 
Compared with 1939.” The bro- 
chure includes data for counties, 
and for cities and towns of 2,500 
population or more. 


e The 1950 “Let’s Go Fishing” 
retail ad contest sponsored by 
Sporting Goods Dealer pulled 20% 
more entries than the publication’s 
contest last year. The entries re- 
flected an increased use of stock 
materials offered by mat services 
and manufacturers. 


e@ Women’s Wear Daily on Sept. 14 
will issue a new edition of its 
“Corset Selling Manual” for re- 
tailers. 


e Advertising linage in the July 
Town & Country is up 16% over 
last year, the publication reports, 
and the print order beginning in 
November will be 80,000. 


e “Facts from the 1948 Census 
of Business for the New York 
Market” is the title of a new 12- 
page booklet issued by the re- 
search department of the New 
York Times. The brochure contains 
figures on New York retail and 
wholesale sales, plus data on the 
hotel, tourist camp and amuse- 
ment «industries. 

Also included are the total sales 
and number of establishments in 
nine retail classifications for both 
New York City and the New York 
market. In addition, the booklet 


contains totals for 12 wholesale 


classifications and four service 
trade categories. 

The New York Times Magazine 
carried a 48-page back-to-school 
fashion supplement as part of its 
regular issue on Sunday, July 30. 
Forty-one advertisers were repre- 
sented in 23 pages of ads. Last 
year’s back-to-school issue con- 
tained 40 pages. 


@ The Rocky Mountain News is 
getting ready to demolish old 
buildings on its Delaware St. site 
near W. 14th Ave., Denver, pre- 
paratory to undertaking construc- 
tion work this year on a new 
printing plant. 


e@ Residents of the middle Atlan- 
tic states apparently are most in- 
terested in reducing, according to 
an analysis of the requests for 
Holiday’s eat-all-you-want reduc- 
ing diet booklet, greatest number 
of which came from that area. 
To date, the publication has re- 
ceived 70,000 requests and has 
analyzed 46,000 of them. Of the 
46,000, 33,000 came from women 
and 13,000 from men. 


e “Who Buys for the Buildings 
of America,” is the title of a new 
12-page booklet issued by the re- 
search department of McGraw-Hill 
for Business Week. Data was based 
on a questionnaire sent to 1,317 
members of the National Assn. of 
Building Owners & Managers. 

Information covers the number 
of buildings managed, the value of 
the buildings, types of buildings, 
extent of the market for capital 
equipment items, amount spent for 
maintenance items and services, 
and favored publications. 


e Travel Magazine Inc. plans to 
begin newsstand sale of Travel in 
the near future. Malcolm Davis, 
formerly editor of Let’s Go, has 
been named editor of the month- 
ly and Edith Jay has been appoint- 
ed circulation promotion manager 
of the publication. 


e Two happy Toronto boys, one 
eight years old and one 15, re- 
cently received complete fishing 
outfits and a week’s fishing trip 
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the Toronto Telegram as prizes 
in a circulation contest. The paper, 
incidentally, received five letters 
from men and women who asked: 
“Why waste such a trip on chil. 
dren?” 


e McCall’s August issue features 
its second food cover with a cog} 
green, “lime iceberg” surrounded 
by fruit. It claims to have use 
the first food cover carried by 
a magazine of mass circulation last 
March, Unlike that cover, McCall’ 
August cover is not split-run. 


e Esquire Inc. has opened its new 
$300,000 subscription department 
building at Boulder, Colo. The 
building houses both the Esquire 
and Coronet subscription depart- 
ments. 


e More than 2,000 South Bend 
youngsters greeted Humphrey Pen- 
nyworth, comic strip pal of Joe 
Palooka, when he visited the city 
on July 13, under auspices of the 
South Bend Tribune. Cartoonist 
Ham Fisher’s character (in real 
life, Howard Hector of Cortland, 
O.) is on a good will tour spon- 
sored by Lions International. 


e@ In May this year the St. Louis 
Post-Dispatch published a series 
of 13 articles on the subject: “Pro- 
gress or Decay? St. Louis Must 
Choose.” The articles covered traf- 
fic congestion, the necessity for 
planning park areas, housing, 
schools, race problems, airports, 
manufacturing and other problems, 
with suggestions for improvements, 
The paper now has issued a 24- 
page reprint of the series. 


e@ McCall’s is testing its “take two” 
promotion plan in 750 stores of 
four drug chains (Whalen’s in 
New York; Sun Ray in Philadel- 
phia; Cunningham in Detroit and 
Katz in Kansas City and St. Louis). 
Window posters, banners, carton 
flags, counter cards and pam- 
phlets all plug the suggestion that 
customers “take two,” when buy- 
ing drug and cosmetic items. 


e “How Big Is Big?” is the title 
of a new brochure issued by The 
Atlantic. The publication ran a 
story by John Conly in the March 
issue. At the end of the story (and 
on the last page of the magazine) 
The Atlantic ran an offer of the 
two handbooks mentioned in the 
article. More than 4,500 requests 
for the booklets were received. 
“How Big Is Big?” relates the de- 


in Ontario’s Algonquin Park from 


tails. 
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photo engraving company 
118 SOUTH CLINTON ST. 
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Radio Men Vote 
Independent BAB 
with $1,000,000 


(Continued from Page 1) 
ported not only by radio stations, 
the board said, but by all those 
engaged in selling radio, includ- 
ing such groups as networks and 
station representatives. 

As for television, the NAB board 
said: “Upon development of suf- 
ficient demands for sales promo- 
tion services in behalf of televi- 
sion stations, the NAB will con- 
sider sponsorship of such service 
for TV stations.” 

The real sales needs now are 
for radio, and any attempt by BAB 
to include TV might result in a 
dilution of the organization’s ef- 
forts, Robert D. Swezey, WDSU, 
New Orleans, chairman of the 
board committee drawing up plans 
for the new organization, ex- 
plained. 


a On the question of financing 
the new organization, the report 
adopted by the NAB board said: 

“Your committee recommends, 
in consideration of the efforts and 
funds which have been contributed 
by NAB in the organization, finan- 
cing and promotion of BAB, that 
for a period of one year ending 
March 31, 1952, NAB members in 
good standing as of April 1, 1951, 
will have the benefits of the ex- 
panded services performed by the 
new corporation without additional 
cost, and with allocation of 30% 
of their current NAB dues to the 
new corporation. 

“Should any NAB member de- 
sire not to avail himself of the 
services of the new corporation, he 
will be accorded a 30% reduction 
in his NAB dues during the one- 
year period ending March 31, 1952, 
based upon current NAB dues in- 
come. The committee estimates 
that this procedure will provide 
the new corporation with an initial 
minimum budget of $250,000 on 
April 1, 1951, exclusive of income 
to be derived from new members, 
self-liquidating projects and other 
sources, 


s “Your committee recommends 
that the monthly membership 
charge in the new corporation for 
stations other than NAB members 
be established at a sum equal to 
one-half the highest hourly pub- 
lished rate. As of April 1, 1952, this 
monthly membership charge will 
be applicable to all station mem- 
bers of the new corporation, and it 
is recommended that an appropri- 
ate review of the NAB dues struc- 
ture be made prior to April 1, 1952. 

“Your committee further rec- 
ommends that the appropriate 
rates be established for the var- 
ious categories of non-station 
members, such as networks (ex- 
clusive of their owned and oper- 
ated stations, which shall pay at 
the normal station rate), station 
representatives, etc.” 

The committee also recom- 
mended that in the case of organi- 
zations owning more than one sta- 
tion, no membership in BAB be 
accepted unless all stations in a 
group become members. 


8 The NAB board met with Chair- 
Man Wayne Coy of the Federal 
Communications Commission, and 
with John B. Steelman, assistant 
to the President, to discuss the war 
emergency. Both assured the NAB 
that no controls over broadcasting, 
beyond those voluntarily imposed 
during the last war, are being con- 
Sidered or are deemed necessary. 
Mr. Steelman also praised the 
broadcasters for the “magnificent, 
voluntary effort” that has been 
made to prevent “stampede buy- 
ing.”’ 


Co-op Must Pay 
Sunbeam for Fair 


Trade Violation 


PHILADELPHIA, Aug. 9—The Civ- 
il Service Employes Cooperative 
Assn. was found guilty in federal 
court yesterday of violating fair 
trade laws by selling Sunbeam 
electrical appliances for less than 
regular retail store prices. 

The court also ordered the co- 
operative to turn over to the Sun- 
beam Corp., Chicago, all “profits” 
from the sales of appliances to its 
approximately 30,000 members, at 
discounts ranging from 20% to 
30%. Sunbeam had requested an 
injunction on April 20 restraining 
the co-op from selling its appli- 
ances at less than fair trade prices. 


# Court officials said it was the 
first ruling on the question 
whether or not such an organiza- 
tion is exempt from fair trade laws 
because of its non-profit, non- 
capital stock status. 

The association’s’ membership 
consists mostly of federal and 
state civil service employes, but 
it also extends privileges to other 
mutual groups and veterans for a 
$1 per year fee. 

In the event the lower court’s 
decision is upheld on appeal, a 
special master will be named to 
determine how much the coopera- 
tive must turn over to Sunbeam. 
The amount will be based on sales 
made since the cooperative was 
incorporated in March, 1939. 


Two Building Papers 
Launch ‘Spend for 


Your Home’ Drive 


Cuicaco, Aug. 10—A campaign 
designed to get home owners to do 
more home modernization and re- 
pair work has been launched by 
Building Supply News and Practi- 
cal Builder. 

The two publications have pre- 
pared an advertising and mer- 
chandising kit which is available 
to lumber and building material 
dealers, contractor-builders, 
manufacturers, and other interest- 
ed parties. 

The complete kit contains seven 
newspaper ads in different sizes, 
12 radio announcements, spots and 
station breaks, three publicity re- 
leases, streamers, banners and pos- 
ters, a four-page mailing folder and 
gummed stickers. In addition, a 
set of classified ad suggestions is 
included to help dealers get a 
larger share of the homeowners’ 
extra dollars. 

Copy for the campaign emphas- 
izes personal benefits, such as 
“There’s no place like home for 
having fun, enjoying life, finding 
real security.” Also stressed is 
last year’s copy theme, “Your 
only real security—a home of your 
own.” 


KIOA Sale Price Revealed; 
KSO Scofts at Net Rumor 


Papers filed with the FCC in 
connection with the purchase of 
KIOA, Des Moines Mutual outlet, 
by Ralph L. Atlass and associates 
(AA, Aug. 7) indicate that the At- 
lass group purchased $537,676 of 
securities ($250,000 common stock, 
$100,000 preferred stock and $187,- 
676 in notes) for $73,329. The sta- 
tion operated at a loss of $311,366 
from the time it started broad- 
casting on April 17, 1948, until 
June 30, 1950, the papers show. 

Meanwhile, S. H. McGovern, 
manager of KSO, CBS _ Des 
Moines outlet, called rumors that 
KIOA may become the local CBS 
outlet “as vicious a piece of propa- 
ganda as I have seen for a long 
time.” He told AA that KSO’s 
present contract with CBS runs 
until Jan. 1, 1951, with a six- 


month option beyond that time, 
and that there is nothing what- 
ever to substantiate rumors of a 
change in affiliations. 


IT’S A GIFT—Gruen Watch Co. has in- 
troduced this velvet-lined plastic box, 
which emphasizes the shape of the Gruen 
Curvex watch. Built-in motion makes the 
watch holder pop up when the box is 


opened. It was produced by Braun- 


Crystal Mfg. Co. 
Gruen Sets Biggest 
Ad Drive for Fall, 
Christmas Season 


CINCINNATI, Aug. 11—The Gruen 
Watch Co. has scheduled the larg- 
est advertising campaign in the 
company’s history for the 1950 
fall and Christmas season. 

Highlight of the campaign will 
be a half-hour television show on 
the American Broadcasting Co. 
TV network (Thursdays, 9:30- 
10 p.m., EST). The show is titled 
“Blind Date” and stars Arlene 
Francis. Additional TV advertising 
will consist of an extensive sched- 
ule of 20- and 60-second spots on 
major stations throughout the 
country. 

Magazine advertising will run 
in Collier’s, Esquire, Life, Look and 
The Saturday Evening Post from 
September through December. Cli- 
maxing the drive will be a four- 
color spread in Life on Dec. 8. 


# In addition to its national ad- 
vertising, Gruen plans to expand 
its dealer help program. Dealer 
aids include a newspaper adver- 
tising service, post cards, folders, 
television and theater films, radio 
platters and scripts, merchandis- 
ing ideas, electric clocks and signs, 
car cards, posters and animated 
window displays. 

Gruen also offers dealers a re- 
tail cooperative advertising plan, 
which pays the full cost of news- 
paper, outdoor, car card, radio and 
television advertising, subject to 
a scale of allowances based on 
dealer watch purchases. Last year 
Gruen dealers ran more than 20,- 
000 newspaper ads. 

Stockton, West, Burkhart Inc., 
Cincinnati, is Gruen’s agency. 


‘Dispatch’ and ‘Journal’ 
Promote Three Ad Execs 

The Dispatch Printing Co., Co- 
lumbus, O., which publishes the 
Dispatch, the Ohio State Journal 
and the Star (a tabloid weekly), 
has named Sid R. Phillips, adver- 
tising manager of the Journal for 
the past 13 years, director of pub- 
lic relations of the company. He 


Gilchrist 


Phillips 


Hemming 


will supervise promotional activi- 
ties for the three papers. 

William C. Gilchrist, for the 
past three years national advertis- 
ing manager of the Dispatch, has 
been appointed advertising mana- 
ger of the Ohio State Journal. 
Ralph G. Hemming, in charge of 
automotive, travel and resort ad- 
vertising for the Dispatch, has 
been named to succeed Mr. Gil- 
christ as national advertising man- 
ager. 


Gets Jewelry Account 

Casmir Advertising Co., New 
York, has been named to handle 
the advertising of Marcel Boucher 
et Cie, New York, jewelry. 


Uncertainty in 
Air; Ad, Copy 
Plans Changing 


Evidence of Switch 
to ‘Don’t Buy’ Themes 
Seen in Some Places 


New York, Aug. 11—The adver- 
tising industry this week became 
increasingly aware of how it will 
be affected by the country’s mo- 
bilization program. 

Overshadowing other factors is 
a general air of uncertainty due to 
the difficulty of making long range 
plans until military needs have 
been indicated in more specific 
terms. This is said to be particu- 
larly true in the case of radio-tele- 
vision manufacturers and automo- 
bile makers. 

Network broadcasting reported 
its second major war casualty—In- 
ternational Harvester’s “Harvest of 
Stars” (NBC), which has been 
canceled as of Sept. 17. This pro- 
gram has been a year-round radio 
feature for several years through 
McCann-Erickson. 

A few days earlier Norge Divi- 
sion, Borg-Warner Corp., relin- 
quished a half hour of NBC-TV 
time for a show which was to have 
started in the fall. Partial responsi- 
bility was attributed to the Korean 
situation. The time was immedi- 
ately snapped up by Nestle Co. for 
Nescafe. 


ws Although most choice network 
TV time segments for fall are sold, 
networks and stations are waiting 
anxiously to see if the automobile 
industry will switch from a hard 
sell to an institutional approach. 
Should such a change be made, it 
may result in a curtailment of tele- 
vision programming by car manu- 
facturers, who rank high among 
TV’s most liberal spenders. 

Chevrolet, through Campbell- 
Ewald Co., this week decided to 
drop “Tele-Theater” (NBC) from 
its fall lineup of video fare. Off 
for a brief vacation, the program 
was to have returned Aug. 21. 

At least one network, Columbia, 
has been approached by ar ad- 
vertiser who wanted to sign for a 
television show with his contract 
including a war cancelation clause 
instead of the usual 13 weeks’ re- 
newal provisions. The request was 
denied. The problem has not come 
up yet at the other major net- 
works, but individual stations are 
reported accepting such clauses in 
some instances. 


@ Radio’s general policy toward 
this situation is expected to be 
patterned after that of World War 
II. Contracts, as a rule, included 
no special cancelation provisions, 
but advertisers who _ suddenly 
found themselves besieged by 
shortages, etc., were permitted to 
drop their shows in mid-cycle. 
CBS, for example, readily agreed 
to release Thomas J. Lipton from 
contract commitments when the 
company was confronted with a 
serious tea supply dilemma. 

The international situation has 
also prompted some advertisers 
to make last minute copy revisions. 

American Gas Assn. has changed 
the emphasis on its “Old Stove 
Roundup” campaign set to start 
in ten consumer magazines next 
month through McCann-Erickson. 
The campaign, involving full pages 
in four colors, will run as schedul- 
ed, but column size space planned 
for opposite pages to promote the 
old stove roundup will get a new 
headline and copy theme in mag- 
azines that have not already closed. 


ws The new headline will ask: 
“When can you get your new gas 


51 


range?” Explanatery material will 
suggest waiting and will emphasize 
that one out of four homes is not 
equipped with a modern gas range. 
Supporting the statement will be 
statistical information to the ef- 
fect that 10,000,000 gas ranges 
have been manufactured since V-J 
Day. The copy claims that 2,000,000 
ranges will be made this year, and 
appears over the signature of the 
presidents of the American Gas 
Assn. and the Gas Appliance 
Manufacturers Assn. 

Copy changes in the advertising 
program of life insurance com- 
panies were also announced this 
week by the Institute of Life In- 
surance. 

“The theme of the campaign has 
been broadened to emphasize pro- 
tection of the purchasing power of 
the dollar,” explained Holgar J. 
Johnson, institute president. “An 
additional factor in the program 
will be support of all efforts to cut 
non-military expenditures by the 
government and to resist the in- 
roads of inflation.” 

He said three messages have 
been scheduled to appear in 425 
daily newspapers the weeks of 
Aug. 14, 21 and 28. 


Crosley Plans 
$12,000,000 Ad 
Push in ‘50-51 


Cuicaco, Aug. 9—Crosley ap- 
liances will be promoted with a 
$12,000,000 advertising campaign 
for 1950-51, distributors of the 
Avco Mfg. Corp. products were 
told here yesterday. 

W. A. Blees, vice-president and 
general manager of the Crosley 
division, told his distributors that 
the company had tripled its refrig- 
erator production since last year, 
and other company officia!s dis- 
closed plans for moving the new 
line of television sets, radios, freez- 
ers, ranges and refrigerators. 

Newspapers, spot radio, televi- 
sion, outdoor advertising, farm 
publications, women’s service mag- 
azines, weekly magazines and 
movie trailers all will be used to 
boost sales for the appliances. 


s In addition, the company will 
show its complete line at 36 state 
fairs throughout the country. The 
100’ display is built around an ani- 
mated kitchen. 

Mr. Blees emphasized that the 
company is prepared to turn over 
its facilities to the government if 
necessary but meanwhile, Crosley 
will conduct an intensive promo- 
tional effort. 

Last year, the company unveiled 
its 1950 line of appliances about 
60 days before the customary 
new model announcement date 
around the first of the year. Mr. 
Blees indicated that Crosley will 
follow the same strategy this year. 

Purpose of the early showing is 
two-fold. First, by the time sum- 
mer is over, most dealers have sold 
the majority of their current mod- 
els and price cutting to move ex- 
cess inventory is usually unneces- 
sary. 


ws Second, consumers have an op- 
portunity to purchase the next 
year’s models in the fall buying 
season. 

Prices on all models in the line 
will continue to be priced competi- 
tively, he indicated. 

On hand for the Monday session 
were Sid Caesar and Imogene Co- 
ca, stars of the “Show of Shows” 
on NBC-TV Saturday nights. 

They appeared first via kine- 
scope, and after the picture was 
dissolved walked on stage for a 
performance which was filmed for 
later showing at 35 dealer meet- 
ings, which will be held in as many 
cities throughout the country. 
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Appliance Sales 
Spark War-Scare 
Boom in Buying 


(Continued from Page 1) 
1949. Heavy demand for auto tires 
is understood to have been an im- 
portant factor contributing to the 
increase. 

In addition to the retail sales 
figures, Western Auto Supply Co. 
also listed its wholesale sales for 
the month of July this year at 
$8,179,000, a 69.6% increase over 
the $4,822,000 wholesale volume in 
July, 1949. Combined wholesale 
and retail volume for July, 1950, 
was $18,129,000, up 61.8% over 
the $11,202,000 sold during the 
same month last year. 

Further support for the belief 
that appliances, sheets, pillowcases 
and nylons were the items most 
in demand by consumers came 


from reports on department store 
sales by several of the Federal 
Reserve Board districts, which 
credited greatly expanded sales of 


these items as one of the most im-| | 


portant stimuli for the over-all 


increase in department store sales 


(see tabulation on Page 49). 


ws Sales increases reported by 
chain stores in the “variety and 
miscellaneous” classification were 
much more modest. 

For example, S. S. Kresge Co. 


reported sales in July, 1950, were| jf 


$21,748,937, an increase of 4.95% 
over the company’s $20,723,969 
volume in July, 1949. 


Neisner Brothers Inc. sales for|} 


July, 1950, were $4,295,801, as com- 
pared with $3,986,462 in July last 
year, an increase of 7.75% from 
year to year. 

G. C. Murphy Co. reported sales 
for July this year were $11,315,383, 
a 9.21% increase over the $10,- 
361,130 volume in July last year. 

McCrory Stores Corp. sales were 
up 8.62% on the year-to-year com- 
parison. Volume of sales in July 
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HOOPERS TALK, TOO! 
(Morch-Apet, 1950) 

KWKH/] "8" oc “0” 
Weekday Mornings 44.6% 17.0% | 25.2% | 12.9% 
Weekday Afternoons 1.0%] 26.8% | 13.3% | 16.3% 
Evenings (Sun. thru Sat.) 46.4%) 25.3% | 12.2%) 14.2% 
Sunday Afternoons 27.9%] 23.2% | 18.5% | 26.4% 
TOTAL RATED TIME PERIODS | 43.5%] 24.0% | 15.5% | 15.4% 


Here's proof that KWKH know-how, built through 24 years of 
experience, pays off in larger audiences and in greater audience- 


loyalty. 


The 1949 BMB Report credits KWKH with a Daytime Audience 
of 303,230 families in 87 Louisiana, Arkansas and Texas counties. 
194,340 families (64% of the total daytime audience) listen to 
KWKH “6 or 7 days weekly” 67,470 (or 22%) listen “3 or 4 days 
weekly”, and only 40,510 (or 14%) listen as little as “1 or 2 days 
weekly”. When these figures are weighted in BMB approved man- 
ner, KWKH comes up with an average daily daytime audience of 
227,701 families—or more than 75% of its total weekly audience! 
Shreveport Hoopers tell the same sort of story. Month after month 
and year after year, KWKH consistently gets top ratings, Morning, 


Afternoon and Evening! 


Yes, know-how pays! Get all the facts about KWKH, today! 


KW 
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’ Branham aun Representatives 


Henry Clay, General Manager 
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THROUGH THE YEARS—Simplicity of design characterized early 
newspaper ads prepared by the movie industry, as illustrated by 
this 1918 version (left). In the center is an illustration of one 
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this year was $7,477,817, as com- 
pared to $6,884,538 in July, 1949. 


s July, 1950, sales of Lerner Stores 
Corp. were $9,921,859, up 8.7% 
from the $9,125,212 volume in July 
a year ago. W. T. Grant Co. re- 
ported a 15.31% increase from 
year to year. July sales this year 
were $18,088,032, as compared with 
$15,686,268 last July. 

F. W. Woolworth increased its 
volume by 5.7%, boosting sales in 
July from $43,398,589 last year to 
$45,893,446 this year. McLellan 
Stores Co. reported a 5.3% in- 
crease, from $4,055,889 in July, 
1949, to $4,270,893 this July. 

H. L. Green Co. increased dollar 
volume 3.7% from July last year 
to July this year. Figures for the 
month a year ago were $7,299,201. 
Sales this July were $7,569,930. 
Diana Stores Corp. increased its 
volume by 12.6%. July, 1949, vol- 
ume was $1,232,847, as compared 
with $1,387,949 this July. 


s Grayson-Robinson Stores Inc. 
reported July, 1950, volume was 
$4,906,892, up 17.1% from the $4,- 
190,709 recorded last year. J. J. 
Newberry Co. sales for July, 1950, 
were $11,279,913, up 21% from the 
$9,324,606 volume in July last year. 

July sales increases in the com- 
panies included in the variety and 
miscellaneous group helped boost 
cumulative volume for the year. 
The only variety chain listed 
whose sales volume during the 
first seven months of this year 
was lower than its volume last 
year was the S. S. Kresge Co., 
which reported a decrease of 0.77% 
for the period. 

Scott-Burr Stores Corp., a whol- 
ly-owned subsidiary of Butler 
Brothers, increased its July vol- 
ume from $1,716,701 in 1949 to 
$2,203,410 this July, a rise of 


28.35%. As a result, Butler Bro- 
thers’ consolidated sales increased 
from $9,890,675 in July a year ago 
to $10,809,600 in July, 1950, a gain 
of 9.29%. 


mw Except for National Tea Co., 
food chains reported modest sales 
increases for the month of July. 

Safeway Stores’ sales for the 
four-week period ended July 15, 
1950, were $84,412,317, an increase 
of 1.71% over the $82,992,378 vol- 
ume in the comparable period last 
year. 

Kroger Co. reported sales for the 
four-week period ended July 15, 
1950, totaled $65,490,325, an 8% 
increase over sales of $60,523,397 
for the same period last year. 

National Tea Co.’s sales for the 
four weeks ended July 15, 1950 
amounted to $24,246,268, as com- 
pared with $20,260,790 for the cor- 
responding four weeks of 1949, an 
increase of 19.67%. 

Drug stores apparently did not 
fare as well during the month as 
department, variety, auto supply 
and mail order outlets. Walgreen 
drug store sales during July, 1950, 
were $13,428,796, a decrease of 2% 
from the $13,697,367 volume in 
July a year ago. 


Sponsors ‘Beat the Clock’ 

Sylvania Electric Products Inc., 
New York, will sponsor “Beat the 
Clock” over the CBS television 
network starting in September. 
The show, on the air now as a sus- 
tainer, will continue on Fridays 
from 10:30 to 11 p.m., EST. Cecil 
& Presbrey, New York, handles the 
account. 


Agency Elects Miller 

Emanuel “Matty” Miller, for- 
merly on the retail sales staff of 
the New York Post—Home News, 
has been elected vice-president of 
Blumberg & Clarich Inc., New 
York advertising agency. 
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of first uses (1923) of line drawings for display ads. At right 
is the latest in movie ads, new in style, design and typography, 
This is an Erik Nitsche ad. 


50 Years of Movie 
Advertising Shown 
at N. Y. Exhibit 


New York, Aug. 11—An eight- 
day exhibit covering 50 years of 
movie advertising opened at the 
American Artists Galleries here 
today. 

Earliest ad in the exhibit dates 
back to 1895. It advised New York- 
ers to drop a nickel in the slot of 
the “Wonderful Mutoscope” and 
turn the crank to see “How the 
Porto Rican Girls Entertain Uncle 
Sam’s Soldiers.” 

Latest ads shown are _ those 
created by Paul Rand and Erik 
Nitsche for “No Way Out,” which 
will have its premiere at the Riv- 
oli here on Aug. 16. These ads are 
said to reflect the beginning of 
radical changes in the pattern of 
motion picture advertising. 


BAB Stations Get Memo 
on Scare Copy Policy 
Broadcast Advertising Bureau, 
New York, has sent a memoran- 
dum to member stations advising 
them to establish a policy on scare 
copy. BAB emphasizes that both 
advertisers and listeners will be 
forming opinions according to the 
type of copy the station permits 
during periods of hoarding and 
panic buying. BAB further warned 
that business papers are “spot- 
lighting” advertisers taking ad- 
vantage of the situation with scare 
copy. 


Baker Opens Own Agency 

Herbert Baker has organized an 
advertising agency, Herbert Baker 
Advertising, at 112 E. Walton Pl. 
Chicago. He was formerly with 
Spiegel’s; Raymond Loewy Asso- 
ciates; Burton Browne Advertis- 
ing, where he was a vice-president; 
and Wetzel Bros., printer, as head 
of creative planning. 


your product. 


of your product. 
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Increase your New England Sales 
through NEW ENGLAND 


Here's the kind of advertising power you want for increasing sales of 


New England Living is purchased every month by over 200,000 house- 
wives from more than 5,400 independent grocers. 
A complete merchandising plan in this great market is here for promotion 


Write or telephone for more information and complete list of stores who 
sell New England Living and your product. 


OVER THE COUNTER PUBLICATIONS 
10 Arlington Street 


Telephone: COpley 7-2846, 7-3658 


Robert Edgell 
104 East 40th St., New York 17 
Telephone: MUrrayhill 9-7343 


Boston 16, Mass. 


David Cox 
8 S. Dearborn St., Chicago 3 
Telephone: CEntral 6-4040 
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Lockheed and Four Airlines Join in 
$400,000 Year-Round Ad Promotion 


BureankK, CAL., Aug. 10—Lock- 
heed Aircraft Corp. and four do- 
mestic airlines using its Constella- 
tions have begun an unprecedented 
cooperative year-round newspa- 
per campaign in 15 cities, to sell 
air travel on the participating 
lines, and the advantages of Con- 
stellation travel. 

Participating with Lockheed are 
TWA, Eastern Airlines, Capitol 
Airlines, and Chicago & Southern 
Airlines. Lockheed will contribute 
approximately $125,000 to the 
$400,000 budget total, with the air- 
lines contributing lesser amounts 
on a mutually agreed upon basis. 

The campaign will consist of 
1,000-line ads every other week in 
15 major terminal cities. The cities 
chosen are the largest sources of 
traffic, and in each case are served 
by two or more of the four co- 
operating lines. 


s Each of the lines will run its 
own copy, but two things are 
agreed upon: all ads will have 
a common theme, and 50% of all 
ads will be devoted to equipment. 
The latter will highlight the use 
of Constellations. Lockheed’s own 
ads will be devoted entirely to 
equipment, with a corner box say- 
ing “In the United States fly Con- 
stellations on these lines..... z 
The common theme of the air- 
lines will stress Constellation per- 
formance, its “tried and true” 
character, and emphasize safety. 
For example, TWA will say “The 
World Proved Constellation”; East- 
ern will feature ‘Dependability 
and Experience”; Capitol will 
headline “Fly With Confidence, 


Fly Capitol Constellations.” 
Scheduling of the participation 
of each airline was determined on 
the basis of the area served, and 
the period when traffic potential 
is greatest. Capitol and Chicago & 
Southern broke their phases of 
the campaign last week. It will run 
through October. These lines will 
feature the introduction of Con- 
stellations on their lines. 


s The Eastern Airlines phase will 
run November through February. 
These are the high traffic months 
for Eastern, which handles a large 
volume of the north-south traffic 
between the East and Florida dur- 
ing the winter. 

TWA takes over during the 
spring and summer, when cross- 
country traffic is greatest. In each 
case, the airlines will advertise in 
only those cities which they serve. 
The every-other week schedule in 
all 15 cities is maintained by the 
placement of Lockheed copy. 

The result will be four-month 
campaigns in their own areas by 
each airline, and three separate 
four-month Lockheed insertion 
schedules, designed to keep the 
campaign continuous in each city. 
Lockheed advertising will also be 
placed in some additional cities 
where it is felt airline travel in 
general can be stimulated. 

Foote, Cone & Belding, Los An- 
geles, is the agency for Lockheed. 


Etheredge Joins Art Council 
Gilbert Etheredge, owner of the 
Doern-Etheredge studio, with part 
of his staff, has combined with the 
Advertisers Art Council, Chicago. 


Procter&Gamble 
Backs Oxydol Weeks 


at Amusement Parks 


New York, Aug. 11—The two 
weeks beginning Aug. 14 will be 
Oxydol Weeks at Palisades Park 
in New Jersey, and Riverview 
Park, Chicago. 

Sponsor of the weeks is Procter 
& Gamble Co., which is offering 
strip tickets to the Jersey fun cent- 
er at a savings of 59¢ with every 
package of Oxydol purchased. 
Tickets good for admission to 
Palisades Park and for five rides 
are being distributed in New York 
City, New Jersey and Connecticut. 
Tickets become valid when pre- 
sented at the park with an Oxydol 
box top and 15¢. 

The promotion is being adver- 
tised through Dancer-Fitzgerald- 
Sample with cut-in announcements 
on the “Ma Perkins Show” 
(WCBS) plus spots on WNEW and 
TV announcements on WCBS-TV, 
WNBT and WABD. Radio an- 
nouncements also will be used in 
Chicago. 


‘Iron Age’ Promotes Post 


Charles T. Post has been named 
circulation and promotion mana- 
ger of Iron Age, New York. He 
was formerly circulation manager. 
Mr. Post succeeds J. R. Hight, for- 
mer promotion manager, who re- 
signed to become advertising man- 
ager of Sharon Steel Corp. 


Releases Farm Film Guide 


Business Screen has released 
“Farm Film Guide,” which lists 
more than 1,000 motion pictures 
and slide films dealing with every 
type of agricultural subject. The 
guide is available from Business 
Screen, 150 E. Superior St., Chi- 
cago 11, at 50¢ a copy. 


Sawyer Gets Accounts 


James P. Sawyer Inc., New 
York, has been named to handle 
the advertising for the Eterna- 
Matic automatic watch (Eterna 
Watch Co. of America Inc.), Jac- 
queline Cochran Inc., Parfums 
Charbert and Nina Ricci, Paris. 
Jacqueline Cochran controls Char- 
bert and is the American distribu- 
tor for Nina Ricci. Fred Wittner 
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Advertising formerly had _ the 
Eterna account, while Dorland Inc. 
had Jacqueline Cochran and H. 
W. Fairfax had Charbert. 


Lampman to Acme Breweries 


Harry I. Lampman has been ap- 
pointed sales and advertising man- 
ager of Acme Breweries, San Fran- 
cisco. He formerly was with Bev- 
erwyck Breweries, New York. 
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INCORPORATED 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


207 NORTH MICHIGAN AVENUE + CHICAGO 1, ILLINOIS 


This Is the Actual Quick Page Size: 
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International Cellucotton Products Co.— 
Kleenex Tissues 
General Electric Co.—G.E. Portable 


Radios 


*Cities Service Co.—Cities Service Gas 
and Oil 


*Willys-Overland Motors, Inc.— 
Jeepster Sport Cars 

*The Pharma-Craft Corp. Inc.—Ting 

*Cluett Peabedy & Co. Inc. 

*The Adler Co.—Adier Socks 


*The Sessions Clock Co. 

*Westminster, Ltd.—Westminster Socks 

Wings Shirt Co. Inc. 

Minnesota Mining & Mfg. Co.—Scotch 
Cellophane Tape 

*Zenith Radio Corp. 

*Mullins Manufacturing Corp.— 
Youngstown Kitchens 

*Castle Films—Home Movies 

*Twentieth Century Fox Film Corp. 

*West Bend Aluminum Co. 


oon 


RE EN AOLIIOT OES 


High Adventure: An uniden 
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Los Angeles Examiner from International 
tified 4-year-old girl is shown 
atop a 20-foot light pole in Cabrillo Beach, Cal., just before 
a fireman plucked her from her perch. Reportedly the child 
broke loose from her “baby-watcher” and quickly shinnied 
up the pole. Once on her lofty seat, she resisted all attempts 
at rescue until the fire department came out with a ladder. 
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QUICK IS NOW FIFTH AMONG ALL MAGAZINES IN MONTHLY NEWSSTAND SALES — 
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Advertisers Go Along as Score of 
Magazines Announce Rate Increases 


(Continued from Page 1) 
actual readers. 

At Seagram-Distillers Corp., 
George Mosley, advertising man- 
ager, said: “Advertising costs must 
seek their level if our profits are 
to remain the same. As far as Sea- 
gram is concerned, any. increases 
in rates for our schedules will have 
to be adjusted to fit within the 
fiscal year’s budget.” 

Another advertiser—of soaps and 
detergents—who declined to have 
his name mentioned, pointed out 
that the advertiser usually has to 


spend a maximum amount to hold 
his place among the leaders of 
the field. With budgets set at max- 
imum figures for the year, he said, 
it was doubtful if they could be 
expanded to meet higher magazine 
space costs. Magazines are gradu- 
ally reaching a level at which they 
will be “uneconomical,” he as- 
serted. 


ws Among the increases announced 

this week were the following: 
Holiday raised its b&w page rate 

from $3,925 to $4,075, effective 


CITY ZONE 


POPULATION 
Is NOW 


AN ALL-TIME HIGH 
SALES POTENTIAL... 
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ABC City ts populotion os 
shown 


NORFOLK LEDGER- DISPATCH 


NORFOLK VIRGINIAN- PILOT 


REPRESENTED BY THE JOHN BUDD COMPANY 


OFFSET 


CHICAGO 


FRANKLIN 2-8767 


PHILADELPHIA 


MARKET 7-1622 


CALENDARS 
FOLDERS 


NEW YORK 


BRYANT 9-5723 


better see us - 


Ketterlinus 


POINT-OF-PURCHASE PRINTING 
LITHO © LETTERPRESS 


BOSTON 


LIBERTY 2-1750 


with the February, 1951, issue. The 
rate base remains at 750,000. Four- 
color pages went’ from $5,760 to 
$5,980. 

The Saturday Evening Post bkw 
page rate was moved up from $11,- 
200 to $11,760, effective with the 
Feb. 3, 1951, issue. The four-color 
page rate was advanced from $16,- 
000 to $17,100. Rate base remains 
unchanged at 3,800,000. 

Country Gentleman b&w page 
rates, effective with the February, 
1951, issue, were held at the for- 
mer level of $6,500, but the line 
rate was advanced from $10.25 to 
$11, raising the price of fractional 
space. Four-color pages continue 
at $8,900, and circulation guar- 
antee stays at 2,300,000. 

Ladies’ Home Journal moved its 
b&w page rate from $12,255 to 
$12,745, effective with the Febru- 
ary, 1951, issue, and its four-color 
page rate from $16,625 to $17,460. 
Circulation guarantee continues at 
4,275,000. 


a American Home Magazine 
boosted its rate from $8,665 a page 
b&w to $9,100 effective February, 
1951, and is increasing its circula- 
tion guarantee 100,000 to 2,700,000. 

Crowell-Collier Publishing Co. 
has adjusted the rate for Woman’s 
Home Companion from $10,250 a 
page b&w to $10,850 effective Feb- 
ruary, 1951. The Companion an- 
nounced that its average net paid 
circulation would be 3,850,000 in 
February, compared with a present 
circulation of 3,750,000. 

Collier’s will put a new rate into 
effect with its September issue 
when the b&w page rate goes from 
$8,000 to $8,600 with an increase 
in the circulation from 2,800,000 to 
3,000,000 (AA, March 6). 

E. P. Seymour, advertising direc- 
tor for Crowell-Collier, stated that 
no increase for the American Mag- 
azine is being contemplated now. 


s Time Inc. will also increase its 
basic rate from $5,700 to $6,200 ef- 
fective Feb. 5, 1951, for Time. The 
news magazine will have a new 
circulation base of 1,600,000, which 
is 100,000 higher than at present. 

Esquire, while maintaining its 
present display rate for b&w and 
color pages, will charge $7 a line 
for classified with the January is- 
sue, an increase of 75¢ a line. The 
circulation guarantee will be re- 
vised upward from 650,000 to 700,- 
000 as of January. 

Fawcett Publications will raise 
the b&w rate per page of Today’s 
Woman $250 effective with the 
January, 1951, issue. The circula- 
tion guarantee of 1,100,000 remains 
unchanged. 

Woman’s Day will increase ad- 
vertising rates with a correspond- 
ing hike in circulation guarantee 
effective with the March, 1951, is- 
sue. The basic page rate will go 
from $8,250 to $9,330 and the guar- 
antee from 3,300,000 to 3,600,000. 


a McCall’s Magazine will add $400 
to its present basic page rate of 
$10,000 with the February issue. 
There will be no change in the 
guarantee of 3,750,000 circulation. 

John E. Smith, advertising di- 
rector of McCall’s, voiced the at- 
titude of most publishers in the 
statement accompanying his an- 
nouncement. “Production costs,” he 
said, “have increased almost 20% 
faster than the increased flow of 
sales from both sources. It would 
not, in our opinion, be good pub- 
lishing judgment to ask our read- 
ers to pay more for the magazine. 
Hence, if a continually improving 
service is to be performed for our 
advertisers, it becomes necessary 
to put into effect rate adjust- 
ments.” 


ws Among magazines listed by the 
Aug. 1 bulletin of Standard Rate 
& Data Service for increases are: 

American Family Magazine, 
which will go from $1,200 to $1,590 
a page b&w effective with the 
November issue. The rate increase 


will be accompanied by an addi- 
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Pulse Inc. Network TV Leaders 


July 5-11, 1950 


Boston, Chicago, Cincinnati, Cleveland, Dayton, Los Angeles, New 
York, Philadelphia, St. Louis, Washington 
Evening. Once-A-Week Multi-Weekly 
Toast es the Town (Lincoin- Lone Ranger (American Bakeries, General 
Mer re 31.1] Mills, a is gee ep cekaanies « tal 
Godfrey yb His Friends (Chester- Wrestli | (eo-en, DuMont) ............ ug 
A Pere 27.2 | Howdy (Mars, Colgate, Kellogg, In- 
Stop a Music (Old Gold, Admiral, ABC) . 26. ternational Shoe, Ovaitine, NBC) ...... ls 
Philco Playhouse (NBC) .......... 23.7 | Camel —y Caravan (NBC) ehasewhes 17 
Kraft Theater (NBC) ................. 21.3 | Captain Video (Skippy peanut butter, 
Original Amateur Hour (Old Gold, NBC).. 20.0 Johnson ca ED. ‘dn¥eoses'es- ll 
Candid Camera (Philip Morris, CBS) .... 19.1] Lucky Pup (Ipa na, Sundial Shoes, CBS) . 96 
Cavalcade of oats (Drug Store Produc- Roller Derby “Blatz, |. aaa 8s 
CE, TE ca ccccccvcccccccccce 16.1 } mag A News (Oldsmobile) ............ 82 
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ff _errar 1175.3 Strike, 9 cities) ......... 3 826.7 
5. Original Amateur Hour (NBC, 11. Wrestling (DuMont, several spon. 
old Gold, 16 cities) ..... 26.7 1271.7 > oer 23 881.7 


tion of 100,000 net paid circula- 
tion. 

Child Life will increase its basic 
b&w page rate $140 with the Sep- 
tember issue, basing the increase 
on average monthly ABC circula- 
tion of 250,000—up from 237,136. 

Ideal Movie Group, comprising 
Movie Life and Movie Stars Pa- 
rade, will go from $1,080 to $1,200 
a b&w page with no change in cir- 
culation guarantee. 

Hillman Periodicals Inc. will 
boost rates for the Hillman Detec- 
tive Group, consisting of Crime 
Detective, Headquarters Detective, 
Real Detective, and Uncensored 
Detective, from $750 to $1,250 with 
a 275,000 circulation increase based 
on annual monthly average for 
the group’s ABC total. 


ws Among several magazine pub- 
lishers considering increases in the 
near future are: 

Cowles Magazines Inc. is plan- 
ning to announce a “modest” in- 
crease for Look. Marvin C. What- 
more, who was busily engaged in 
conferences during the week over 
rate adjustments, said that the 
amount and effective date have 
not been set. 


A spokesman for Newsweek dis- 


closed that a new rate is being 
considered, but final plans for the 
change have not been made. 

Conde-Nast Publications report- 
ed that it is considering increases 
to meet higher costs, but had not 
made a decision. 


JAMES F. WESTON 


Toronto, Aug. 8—James Francis 
Weston, 83, board chairman of Im- 
perial Life Assurance of Canada, 
died Aug. 3 in Fredericton, N. B,, 
while on a vacation. He had been 
with Imperial Life for 34 years, re- 
tiring as president in 1945. Mr. 
Weston was responsible for the 
idea for the cooperative advertis- 
ing campaigns conducted by Cana- 
dian life insurance companies and 
for 18 years headed the committee 
in charge of this promotion. 


CLAUDE E. INGALLS 


CoRVALLIs, OrE., Aug. 10—Claude 
Eugene Ingalls, 72, for 35 years 
publisher of the Corvallis Gazette- 
Times, died Aug. 8 following a 
long illness which forced his re- 
tirement last February. His son, 
Robert C. Ingalls, has been head 
of the newspaper since his father’s 
retirement. 


FEEDS AND SEALS all kinds of fold- 
ed material in a single operation. 
Completely automatic . . . operator 


HANDLES ALL KINDS of one mat- 
ter in sizes (folded) from 3x3" to 6x 
13” (larger sizes quoted on inquiry). 
Tape sealing strip also holds reply 
cards or inserts. 


Tapes 7200 mailing pieces hourly! 


“SCOTCH” is the registered trademark of M. M, & M. CO, cnnmsmemosl 


merely Geos feeder enue filled, 
presses start-stop button. Continu- 
ous high-speed output at low cost. 


Looking fora high-speed sealer 
for folders, double post cards, 
bulletins, andself-mailers? Here’s 

our machine! The “SCOTCH” 

rand Automatic Mailing Piece 
Sealer cuts and applies a neat 
one-inch strip of pressure-sensi- 
tive tape to as many as 7200 
folded pieces per hour! Tape 
may be colo , transparent or 
printed, in widths from \"to}4’. 

For demonstration or further 
details, write Dept. AA-85, 
Minnesota Mining & Mfg. Co., 
St. Paul 6, Minn. 
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BofA Refutes 
Magazine Attack 
on lis Figures 


(Continued from Page 1) 
resented actually measured linage. 
Our projections added only $19,- 
000,000, or 4.3% of the dollar total. 

“No projections whatever, of 
course, were employed in our re- 
porting of figures for individual 
advertisers. 


s “Both of these points were fully 
explained in our annual publica- 
tion, ‘Expenditures of National Ad- 
vertisers in Newspapers, 1949,’ un- 
der ‘Technical Notes,’ on Pages 
10-11, in which, significantly, the 
largest amount of space is devoted 
to ‘limitations of the study.’ 

“Furthermore, since we do not 
measure the national advertising in 
newspapers in places of 10,000 and 
under, the result is to understate 
the expenditures of advertisers 
who use such papers extensively. 
In the case of eight advertisers who 
happened to send us their own 
statements of their 1949 newspa- 
per expenditures, the aggregate 
understatement was $2,496,000. It 
is our sincere belief that if the fig- 
ure of $445,015,000 errs, it errs on 
the conservative side.” 


a “We are sure,” the statement 
continued, “that the MAB would 
not want anyone to infer that 
any part of the $445,015,000 news- 
paper total represents cooperative 
advertising. But in case any hasty 
reader may have got such an im- 
pression, we should like to say that 
not one dollar of cooperative ad- 
vertising is included either in the 
total figure or in the expenditure 
of any individual advertiser—even 
though the advertiser’s share does 
actually represent the expenditure 
of a national advertiser in news- 
papers and—if counted—would put 
national advertisers’ total newspa- 
per investment many millions 
higher than $445,015,000.” 

“The MAB claims,” the state- 
ment added, “that by including all 
advertisers who pay the national 
or general rate we have listed as 
national advertisers many who are 
actually only ‘local advertisers.’ 
Its statement lists 296 companies 
which, in their opinion, do not de- 
serve to be classified as national 
advertisers, 


a “We do not maintain that our 
method of classification is perfect. 
We do believe, however, that it 
works fewer inequities and that 
it at least has the virtue of con- 
sistency—which MAB’s list of local 
and regional advertisers does not. 
To cite only one example of its 
lack of consistency, why does the 
MAB classify as local or regional 
the Standard Oil Co. of Kentucky 
and the Standard Oil Co. of Ohio, 
when it leaves in the list of na- 
tional advertisers such regional 
operators as Standard of Indiana 
and Standard of California? 
“Furthermore, the term ‘national 
advertiser’ is apparently a some- 
What elastic one,” the bureau 
Pointed out. “MAB has classified 
as ‘local’ seven advertisers who are 
members of the Association of Na- 
tional Advertisers. After paying 
dues to ANA, it must be somewhat 
galling to National Sugar Refining 
Co., Liebmann Breweries, Jacob 
Ruppert, F. & M. Schaefer, J. A. 
Folger & Co., Los Angeles Soap 
Co., and Standard Oil of Ohio to 
have some outside organization ar- 
bitrarily declare them local or re- 
gional advertisers, 
“We hope that any misconcep- 
tions that may have been caused 
are now cleared up. We hope still 
more profoundly that this subject 
will not again be hung out on the 
public clothesline—however reluc- 
tantly.” 


Sprague Sees Ample 
Supply of Radio 
and TV Sets in ‘51 


New YorK, Aug. 10—Radio- 
television manufacturers should be 
able to meet military demands and 
still provide a “rather substantial” 
civilian production next year un- 
less there is a drastic change in the 
world situation, Robert C. Sprague, 


president of Radio-Television 
Manufacturers Assn., said this 
week. 


Despite defense requirements, 
which come first in every case, the 
industry expects to reach its goal 
of 6,000,000 TV and 10,000,000 ra- 
dio sets this year, he stated. Mr. 
Sprague estimated that electronics 
companies will receive $2,400,000,- 
000 in military orders between 
now and Dec. 31, 1951. 

Government needs will not cre- 
ate as severe a strain on the com- 
ponents industry—tube suppliers, 
etc.—as was first expected, it was 
said. 


a Mr. Sprague, who is also presi- 
dent of Sprague Electric Co., held 
a press conference following an 
emergency session of the board of 
directors of the RTMA. He an- 
nounced the formation of a nation- 
al electronics mobilization commit- 
tee, representating all phases of the 
industry. Purpose of this group is 
to work with the government in 
coordinating manufacturing fac- 
ilities to meet the need of the mili- 
tary. 

The 22-man committee was ap- 
pointed by the RTMA head and 
the chairman of the National Sec- 
urity Industrial Assn. NSIA, which 
includes a wide range of indus- 
tries, is concerned only with the 
problems of national defense. 
Frank M. Folsom, president of Ra- 
dio Corp. of America, is its chair- 
man. 


Robbins Co. Will 
Make New Hopalong 
Cassidy Premiums 


ATTLEBORO, Mass., Aug. 10—The 
Robbins Co., metal and plastic 
premium producer and premium 
promotion organization, has been 
commissioned by Hopalong Cas- 
sidy Inc., New York, to produce a 
Hopalong Cassidy compass hat 
ring and the Hopalong Cassidy 
Bar 20 vectograph clip. 

Southern Dairies Inc., Beatrice 
Foods Co., General Ice Cream 
Corp., Carnation Co. and other 
regional dairy product distributors 
will introduce the premiums on 
their Hopalong Cassidy ice cream 
bar wrappers. 

The dairy organizations also will 
use counter and window cards, 
point of sale displays, truck pan- 
els, and TV and radio spots in 
somé markets to promote the new 
premiums. 

The Robbins Co. has appointed 
the George T. Metcalf Co., Provi- 
dence, to direct its advertising and 
sales promotion programs. Busi- 
ness papers and direct mail will 
be used. 


Continental Can Ups Three 


Charles E. Eggerss, formerly 
general sales manager of the pa- 
per converting division of Con- 
tinental Can Co., New York, has 
been named vice-president of the 
newly created fibre drum divi- 
sion. E. R. Van Meter, formerly 
sales manager of the paper con- 
tainer section, has been appointed 
general manager of the newly 
created paper container division. 
Mr. Van Meter will handle both 
the manufacture and sale of pa- 
per cans, cups and food containers. 
Harry A. Kirk has been named 
manager of sales of the paper 
container division. He formerly 
was regional sales manager in 


charge of paper container sales in 
the Pacific division. 


Last Minute News Flashes 


ASR Plans Fall Drive for Two Lighters 


New York, Aug. 11—American Safety Razor Corp. plans a heavy 
pre-Christmas ad push for two new lighter models: the Wind-proof, 
with a year-long flint, and the Pagoda, a table lighter. Fractional to 
full-page insertions are scheduled for 11 consumer magazines, begin- 
ning in early October. An undetermined number of newspapers also 
will be used, as will the Robert Q. Lewis show over the CBS television 
network, beginning Sept. 28. McCann-Erickson is the agency. 


General Mills Takes New TV Show in October 


New York, Aug. 11—General Mills will sponsor a new ABC-TV Sat- 
urday night show, 7:30 to 8 (EST), beginning Oct. 21, for Wheaties 
and Gold Medal flour. Called “The Irwins,” it will star Stu Irwin and 
his wife, June Collyer. Dancer-Fitzgerald-Sample is the agency. 


Kaiser-Frazer Buys ‘Ellery Queen’ on DuMont 

WILLOw Run, Micu., Aug. 11—Kaiser-Frazer Corp. will sponsor its 
first regular network TV program—‘“Ellery Queen”—starting Oct. 1 
over DuMont. William H. Weintraub & Co. is the agency. 


3 Daytimes for ‘Break the Bank’?; Other Late News 


e Bristol-Myers Co. (Doherty, Clifford & Shenfield) is considering 
sponsoring “Break the Bank” three times weekly (daytime) on NBC 
this fall. B-M will drop the radio nighttime version (NBC) of the 
quiz show at the end of the current cycle, while the telecast (NBC-TV) 
will be continued, 


e Jerry Verlen, formerly a partner in Marcel-Schulhoff & Co., has 
joined Walter Weir Inc. as an account executive and member of the 
planning committee. Weir told AA that Mr. Verlen’s appointment means 
an expansion of the agency’s activities in the home furnishings, home 
appliance and men’s wear fields. 


e Early in November, Billboard will change its format for the first 
time in its 56-year history, expanding from a four-column to a five- 
column page of 1,100 lines. It will move its printing from its own plant 
in Cincinnati to the Commercial Color Press, St. Louis, to provide 
color, shorten deadlines and speed distribution. Changes in ad rates 
remain undecided. 


e Aero Auto Associates Inc., Chicago used car dealer, has scheduled 
121 radio spot commercials per week on five Chicago stations—WAAF, 
WAIT, WCFL, WIND and WJJD—during the month of August. During 
September 116 spots per week will be used over the same stations. 
Jerome Reese Advertising Agency, Chicago, handles the account. 


e Plastic picture-rings, give-aways in every box of Kellogg’s Pep, will 
be pushed via spots on more than 200 radio stations between now 
and year’s end. Sunday magazines may also be used, though no decision 
has yet been made. Kenyon & Eckhardt is the agency. 


e Columbia Diamond Ring Co., New York, has appointed Herbert 
Brooks, last with Biow Co. in a marketing capacity, as advertising and 
sales promotion manager. 


e Butalite Corp., Newark, N. J., has picked Ray Austrian & Associates, 
New York, to advertise a new butane lighter in consumer magazines 
and business papers. The company is a new advertiser. 


e L. A. Hollingsworth, free lance publicist, has been named publicity 
director of WPIX, New York, replacing Frank Young, who has re- 
signed. 


e Macfadden Publications will distribute the first issue of Saga, new 
adventure magazine (AA, June 12), to newsstands Aug. 18. Good 
Cooking, the company’s second new magazine to be launched this 
month, will reach newsstands Aug. 23. 


e With its September issue, Aviation Operations, a Conover-Mast pub- 
lication, New York, will change its name to Aviation Age. No changes 
in ad rates or circulation will be made. 


e Cecil & Presbrey, New York, has added Thomas Johnston, formerly 
promotion manager of U. S. Camera Magazine, as a member of the 
public relations department for television publicity and promotion. 


e Clendenin J. Ryan, New York business man, has purchased The 
American Mercury and will assume control with the January issue. 
Unconfirmed reports put the purchase price at $500,000. 


e Joseph Hoffman, formerly with Henri, Hurst & McDonald, Batten, 
Barton, Durstine & Osborn and C. J. LaRoche, has joined McCann- 
Erickson Inc., Chicago, as a senior copywriter. Roy Dickey, who has 
been copy chief of the food group, has been made senior copy counselor 
on all local McCann accounts, and Warren Kelly has been promoted 
to take Mr. Dickey’s place as copy chief of the food group. 


e Albert M. Wharfield, formerly vice-president in charge of agency re- 
lations for C. E. Hooper Inc., has been elected a vice-president and 
member of the radio and television sales staff of A. C. Nielsen Co. 
effective Sept. 1. He will make his headquarters at Nielsen’s New 
York office. 


Wool Bureau Makes Film 
on Tartans for Movies 

The Wool Bureau, New York, 
has filmed a fashion short as part 
of its “Wool is a Natural for Fa- 
shion” fall promotion. The movie, 
taken by Warner Pathe Newsreel, 
was made at Princeton University 
and shows a selection of both 
men’s and women’s tartan fashions 
for fall. 

The movie has been released to 
3,500 theaters throughout the coun- 
try. 


Plus Computing Plans Drive 

Plus Computing Machines, New 
York, American subsidiary of Bell 
Punch Co. of England, plans to 
launch a new ad campaign this 
fall, using consumer and trade 
publications, dealer aids and di- 
rect mail. Philip I. Ross Co., New 
York, is the agency. 
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Open Berger-Amour Studios 


Sol J. Berger and Frederic D. 
Amour, former directors of Vision 
Display Inc., Chicago, have estab- 
lished a new organization, Berger- 
Amour Studios. They will occupy 
their -former space at 107 W. 
Wacker Dr. Among former mem- 
bers of the original organization 
who are now with Berger-Amour 
Studios are Jim Cruickshank, sales 
representative, and John Riven- 
burgh, production manager of the 
display department. 


Production Men to Meet 
The 1951 Pacific Newspaper 


Mechanical Conference, organiza- 
tion of western daily newspaper 
and commercial web printing me- 
chanical superintendents and me- 
chanical personnel, will be held 
at the Biltmore Hotel, Los Ange- 
les, May 18-20, 1951. 


55 


Sen. Leahy Asks 
Joint Study of 


Postal Problems 


Would Re-open Entire 
Case, With Report to 
Be Made Jan. 15, 1952 


WASHINGTON, Aug. 10—Sen. Ed- 
ward L. Leahy (D., R. I.) on Tues- 
day introduced a joint resolution 
calling for a joint “Senate-House 
committee to study postal rates 
and methods of improving the 
postal service. 

The committee, which would be 
aided by an advisory council of 
20 representatives of the public, 
commercial mail users, engineer- 
ing firms, etc., would be authorized 
to investigate the following: 

Methods of improving the postal 
service at reasonable cost; justi- 
fication for expenditures above 
cost for the several classes of mail; 
costs of processing the several 
classes of mail and fees for special 
services, considering care required, 
degree of preferment, priority and 
economic value of the services 
rendered; the extent to which the 
Department should be charged for 
free postal services, etc.; the cost 
ascertainment system of the De- 
partment; provisions for a con- 
tinuous cost analysis, etc. 


= The Senate post office commit- 
tee met today, and referred the re- 
solution to a subcommittee, but 
took no other action. Chairman 
Olin Johnston (D., S. C.) was pre- 
vented from attending, due to ill- 
ness in his family, and the sub- 
ject of postal rates, which had 
been on the agenda, was not dis- 
cussed. 

Sen. Leahy said action on his 
resolution would provide the nec- 
essary study not only with regard 
to postal costs but also for impor- 
tant policy decisions on rates. 
“Over the years,” he said, “hasty, 
unscientific and somewhat hap- 
hazard legislation has been en- 
acted ...I think the time has come 
for an objective appraisal of all 
its operations...to the end that 
the postal service may be im- 
proved, the cost of operation re- 
duced, and the rates for this serv- 
ice fixed and determined on an 
intelligent and equitable basis.” 


a The committee, which would 
consist of three members of each 
house, would have the widest lati- 
tude in its investigation, and would 
be required to report to Congress 
no later than Jan. 15, 1952. 

While there was no formal re- 
action to the resolution from pub- 
lishers and other mail users, it 
seemed obvious that the resolu- 
tion would be pleasing to them. 
Even if only the Senate acted 
favorably on the resolution, pend- 
ing postal rate legislation might 
easily be sidetracked until the 
committee issued its report. 

Also, the study would provide 
for a detailed airing of such mat- 
ters as the existing cost ascertain- 
ment system, which has been un- 
der fire by publishers and other 
volume mail users for many years. 


Dura Electric Names Peters 


Fred Peters, formerly eastern 
advertising manager of U. S. Cam- 
era, has been appointed West Coast 
sales representative for Dura- 
Flash lamps, made by Dura 
Electric Lamp Co., Newark. His 
headquarters will be in Salem, 
Ore. 


Scott Appoints Reynolds 


John A. Reynolds, formerly sales 
manager of the electrical division 
of Prime Mfg. Co., Milwaukee, has 
been appointed an account execu- 
tive of Scott Inc., Milwaukee agen- 
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GM Names Schujahn V. P. 


E. L. Schujahn, director of gen- 
eral flour sales of General Mills, 
Minneapolis, has been named a 
vice-president of the company. He 
a the company in 1924 as a 
clerk. 


Berger to Ellington Agency 
Berger Bros. Co., New Haven, 
Conn., has named Ellington & Co., 
New York, to handle advertising 
for Spencer supports. Alley & 
Richards previously handled the 


WORCESTER’S WONDROUS TWINS 
1. high 


‘Medicine 


Cabinets 


Worcester’ s 


buying power 


account. 
a 


have full shelves 


An important share of the Worcester 
Market's high buying income is spent on 
- drugs, according to recently released U. S. 


Bureau of Census figures. Worcester County 


families annually purchase drugs valued at 


$14,194,000 


from the 200 drug stores in 


this prosperous area. 


2. intensive newspaper coverage 
Drug manufacturers and those in allied 
lines place their products in Worcester’s 


medicine cabinets through consistent adver- 


tising in the 


Worcester Telegram-Gazette, 


the newspapers that blanket the area. Daily 


circulation in 


excess of 140,000. Sunday 


over 100,000. 


The TELEGRA 


WORCESTER, MASSACHUSETTS 


_ GEORGE F Boon PubGisher- 


M-GAZETTE 


tae 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


IN ADVERTISING 


VOLUME 


vy 
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Traffic World Carries More Advertising of tn and Shipping 
Products, Supplies, and Services Than Any Other Advertising Medium . . . 


This sounds like quite a boast. But 
it is an established fact. 

And the only reason for bringing it 
up is that every advertiser is interested 
in the “company he keeps” as well as 
the magazine's acceptance among other 
advertisers in the field. 

As America’s only weekly transpor- 
tation newsmagazine, selling at $20 a 
year (ABC), Traffic World carries 


more advertising collectively than any 
other publication in the country, in 
these advertising classifications: 
freight transportation services, pas- 
senger copy, industrial sites, transpor- 
tation equipment, mechanized freight 
handling and packaging, port adver- 
tising, etc., etc. 


Let us give you latest market facts 
and send you copies of recent issues. 


CHICAGO 


418 S. Market St. 
Wabash 2-2882 


NEW YORK 
122 E. 42nd St. 
Oregon 9-3188 


WASHINGTON, D. C. 


815 Washington Bidg. 
Sterling 7325 


What the 100 Top National Advertisers Did in 1949 


1949’s 100 Largest National Advertisers’ Expenditures in 1949 vs. 1948— 
in Newspapers, Magazines (including Farm Magazines) and Network Radio 
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Ad Bureau Analyzes Ad Expenditure 
in All Media of Top 100 Advertisers 


New York, Aug. 11—The 100 
top national advertisers accounted 
for $208,548,999 (46.9%) of the 
record-breaking total of $445,015,- 
000 of national advertising carried 
by newspapers in 1949—an in- 
crease by the nation’s blue chip 
advertisers of 45.1% over their 
1948 newspaper investment. 

These figures were made public 
here today in “Prospectus for 
Progress,” the 1950 annual report 
of the Bureau of Advertising, 
American Newspaper Publishers 
Assn. 

The report (not to be confused 
with the BofA’s book, “Expendi- 
tures of National Advertisers in 
Newspapers, 1949”—AA, July 10) 
said the gain registered by maga- 
zines from the 100 top advertisers 
in 1949 amounted to 2.1% and that 
radio absorbed a 2.7% loss. 


a Of the 100 leading advertisers, 
83 were said to have boosted their 
newspaper spending in 1949 as 
compared with 1948, while 55 in- 
creased their magazine budgets 
and 40 upped their investments in 
network radio. 

In total national revenue, the 
report added, newspapers gained 
more than $55,000,000 last year 
(jumping from $389,000,000 plus 
in ’48 to $445,000,000), while mag- 
azines and network radio com- 
bined lost $30,000,000. (The report 
said magazines, not including farm 
papers, slumped from $431,000,000 
to $412,000,000; network radio de- 
clined from $199,000,000 to $188,- 
000,000). 

According to the report, 38 of 
the 100 top advertisers “majored 
in newspapers with their ad dol- 
lars in 1949, as against 24 out of 
1948’s top 100 list.” 


a Singled out for special mention 
in the report were such newspaper 
gains as General Motors, 62.7%; 
Ford Motor Co., 84.4%; Chrysler 
Corp., 273.6%; Nash-Kelvinator, 
171.5%; Studebaker, 207.5%; and 
Hudson, 182.2%. 

Newspapers were reported mak- 
ing “significant gains” in the 
heavy-spending soap field, “tradi- 
tionally wedded to concentration 
in network radio and magazines.” 
Mentioned in this connection was 
Colgate-Palmolive-Peet, “which 
put $4,000,000 more into newspa- 
pers than in 1948 for a 51.7% in- 
crease, and moved from No. 5 to 
No. 3 position on the top 100 list.” 

The biggest percentage gain for 
newspapers from any of the top 


100 came from Eastman Kodak, 
which upped its investment in this 
medium from $31,167 in 1948 to 
nearly $600,000 last year. 


a In the food field, such “long- 
time radio stalwarts” as General 
Foods, General Mills and Pillsbury 
gave newspapers “healthy in- 
creases.” GF was up 18.8%; GM 
up 94.6% and Pillsbury up 39.5%. 
Other large gains included Kellogg 
Co., 27.2%, and Quaker Oats Co., 
56.7%. 

“Likewise,” the report said, 
“there were significant gains in 
the drug and toilet goods industry 
—notably from heavy radio users 
such as Sterling Drug and Bristol- 
Myers—up respectively 33.7% and 
157.2%.” 

While “Prospectus for Progress” 
hammered home the idea that 
newspaper advertising “has moved 
ahead in record strides,” it warned 
that there are important areas in 
the national advertising picture 
where newspapers “still have a 
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major selling task to perform.” 

Among the specific challenges: 

The cigaret industry—with 
newspaper losses shown by Liggett 
& Myers (down 76%) and Loril- 
lard (down 35%). 

The electrical field, including 
radio and TV set makers—where 
Philco showed a decline of 43.9% 
and Westinghouse sagged by 7.9%, 

“Our dollar lead over magazines, 
as of 1949’s figures, is not a great 
one,” the report pointed out. “Net- 
work radio still represents potent 
competition. National spot radio is 
still climbing—and climbing al 
most as sharply as newspapers in 
spite of television’s inroads on the 
broadcast advertising dollar. TV 
itself—an undeniably powerful and 
effective new medium—is certain 
to gain a larger share of total na- 
tional advertising expenditures.” 


a The report declared that the 
newspaper industry now faces “the 
strongest and most effective com- 
petition in history” and that it 
“must sell harder and still mor 
effectively to maintain and ip- 
crease newspaper revenues in the 
face of still-rising newspaper pub- 
lishing costs and increasingly stit- 
fer competition.” 

To meet all challenges, the re 


*—— Screw Products 
Corporation received = 
$20,000 
worth of 
new business 
frora a single ad. 
e . . 
Oil Burner “7 
Corp. received a 

89 New Oil Burner © 

accounts 

79 New Hot Water ; 

Heater accounts ;4im 
521 Inquiries 


Why é: ee 
advertisers ; 
get such 4 
remarkable. ; 
results — 


The reason, of course, is that the OF 
, heating Market is a climbing 

% and its favorite publication—F 
OIL & OIL HEAT —is a highly resp 
sive advertising medium. 

* Name on request. Write for proof. 


Heat & 
Power Co. receivél 
288 letters, phone calls at 
wires from prospects 

by a page ad. 
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Advertising Age, August 14, 1950 


continued, “newspapers’ ma- 

jor effor: of 1950-’51—aside from 
ive continuance of the Bu- 

reau’s direct sales efforts—is the 
new offensive to sell newspapers 
as a national medium on the local 


front.” 


s “Newspapers’ neglect—in far 
too many markets—of this vital 
sales area has contributed con- 
siderably in the past to our com- 
petitors’ gains,” the report said. 
“The bureau’s plans committee 
realized this fact and went to work 
to create—out of the practical ex- 
perience of the working newspaper 
executives who are its members— 
the plan of action unveiled to the 
Newspaper Advertising Executives 
Assn. in June, 1950, in the booklet, 
‘More Profits from National Ad- 
yertising.’” (AA, July 3.) 

This plan, the report said, “is 
to be the basis of a _ sharply 
stepped-up program of research, 
sales and promotion material for 
newspapers’ local use during the 
coming year.” 


NBC to Carry 2 WLW-T Shows 


Starting Aug. 15, WLW-T, Cin- 
cinnati, will originate the first tele- 
vision show to feed from Cincin- 
nati to a network hookup. The 
special half-hour telecast, “Cin- 
cinnati at Sunset,” will be carried 
on the NBC network, as well as 
locally, at 8 p.m., EST. The second 
show has been scheduled for Aug. 
22. 


Appoints Ley & Livingston 


Pacific States Laboratories, San 
Francisco, has appointed Ley & 
Livingston Advertising, San Fran- 
cisco, to handle trade and profes- 
sional publication advertising. 


Saginaw to Epstein Agency 

Harvey Epstein Advertising, 
Chicago, has been named to han- 
dle advertising of Saginaw Furni- 
ture Shops Inc., Chicago manu- 
facturer. 


ROIL, Omaha, to Move Studio 

KOIL, Omaha, will move to new 
offices in the Aquila Court Bldg., 
17th and Jackson Sts., Jan. 1. 


Complete Ad Volume 
Figures for Farm 
Publications Listed 


Cuicaco, Aug. 9—Figures on 
dollar volume of advertising in 
six of the 38 farm publications 
listed in ADVERTISING AGE last 
week were incomplete. 

Through a misunderstanding, 
AA credited the six periodicals 
with advertising carried in all 
editions, but failed to include rev- 
enue for advertising carried in 
separate editions. 

The six publications were Pro- 
gressive Farmer, Farm & Ranch 
with Southern Agriculturist, Amer- 
ican Poultry Journal, Poultry 
Tribune, California Farmer and 
Western Farm Life. 


a Complete figures as reported by 
Farm Publication Reports Inc. 
are as follows: 


F First 
Half Half 
Publication 1950 1949 


Capper’s Farmer 
Country Gentleman ... 


$ 1,483,566 $ 1,486,960 
4,751,287 4,954,103 


Farm Journal ....... 4,467,911 4,410,371 
Successful Farming .. 1,983,361 1,972,050 
Progressive Farmer ... 1,914,676 1,706,663 
Progressive Farmer 
Th me ascaboeede 73,653 71,800 
Progressive Farmer 
ar cheteneeres 73,609 62,742 
Progressive Farmer 
ae geetedseocecs 38,847 41,411 
Progressive Farmer 
“Ss Frere 44,647 38,818 
Progressive Farmer 
Me bdbeseoces 98,316 76,905 
Farm & Ranch ...... 329,725 
Southern Agriculturist . 939,315 
Farm & Ranch with 
Southern Agriculturist 920,946 
Farm & Ranch with 


Southern Ag. No.1 96,765 
Farm & Ranch with 
Southern Ag. No. 2 
American Fruit Grower 
American Poultry Journal 
American Poultry 


Journal No. 1 .. 77,565 75,024 
American Poultr 

Journal No. ans 33,560 36,220 
American Poultr: 

Journal No. os 12,447 12,164 
Better Farming Methods 84,069 67,242 
Breeder's Gazette .... 95,993 101,547 
Hoard’s Dairyman ... 438,544 407,211 
Poultry Tribune ..... 406,266 389,254 

Poultry Tribune No. 1 94,226 78,528 

Poultry Tribune No. 2 46,477 44,028 

Poultry Tribune No. 3 18,619 15,224 
American Agriculturist 221,708 92, 
Michigan Farmer .... 9,818 278,011 
New England Homestea 177,317 912 
Ohio Farmer ........ 8,4 323,466 
Pennsylvania Farmer 272,925 259,572 
Rural New Yorker ... 408,980 335,700 
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News and Observer § 
MORNING & SUNDAY § 
Raleigh, North Carolina 


The ONLY Morning-and-Sunday newspa- 
per published in the 33 county Golden 
Belt of the South. 


Combination 
URBAN - RURAL 
Market 


The URBAN Market — Raleigh and 
nine other cities in the Golden Belt 
covered by this newspaper produced 
over $313 Million Retail Sales in 
1949. This is 25% of the North 
Carolina Total as reported by 29 
North Carolina cities. Excluding 
Raleigh, the News and Observer 
reaches from 14% to 47% of the 
families in these nine cities. 
* 
The RURAL Market—The 33 County 
Golden Belt is TOBACCOLAND, 
USA. 70% of the North Carolina 
tobacco crop is grown and marketed 
in this area. In 1949 the Farm Dol- 
lar income amounted to over $466 
Million, 58.9% of the state total. The 
Raleigh News and Observer reaches 
53% of the white families in the 
prosperous Golden Belt of the South. 
(SM Survey, 5/10/50) 

One Newspaper Coverage of This 
Great URBAN-RURAL Market. . . 


110,068 Morning 
113,643 Sunday 


(ABC, 3 mos., 3/31/50) 


New Jersey Farm & 

iP icaseebesve 56,509 50,094 
Farmer-Stockman .... 348,350 274,354 
Kentucky Farmer .... 99,032 93,333 
Southern Planter .... 249,264 248,721 
Dakota Farmer ...... 273,502 307, 
Kansas Farmer ..... 184,682 191,975 
Missouri Ruralist .... 140,391 143,451 
Nebraska Farmer .... 338,403 363,920 
Prairie Farmer ...... 754,110 784,801 
. S, Waren 651,137 735,170 
Wallaces’ Farmer & 

Iowa Homestead ... 675,749 700,858 
Wisconsin Agriculturist 

& Farmer ........ 384,860 422,010 
California Farmer .... 317,959 314,398 

California Farmer No. 1 22,175 27, 

California Farmer No. 2 16,055 10,653 


Colorado Rancher & 


ee 38,466 33,987 
Montana Farmer-Stock- 

i aida ndcGene6 83,391 92,534 
Utah Farmer ........ 997 39,598 
Idaho Farmer ....... 71,771 80,80 
Oregon Farmer ...... 563 107,750 
Washington Farmer ... 157,038 171,652 


Western Farm Life ... 198,371 194,275 
Western Farm Life, 
Herdsman Edition 


50,673 43,401 
$24,871,237 $24,808,597 


FC&B Appoints Parent 


J.D. Parent, formerly sales man- 
ager of Grocery Store Products 
Co., Chicago, has been appointed 
merchandising director in the San 
Francisco office of Foote, Cone & 
Belding. Walter Selover, formerly 
with Table Products Co., also has 
joined FC&B. 


Total 


Form Direct Mail Agency 


Robert D. Chase and Frank A. 
Richardson have formed Chase & 
Richardson, specializing in direct 
mail advertising and promotion, 
with offices at 25 W. 45th St., New 
York. Mr. Chase was formerly cir- 
culation manager of American 
Home, advertising promotion man- 
ager of Parents’ Magazine and ad- 
vertising manager of Fiction Book 
Club. Mr. Richardson was formerly 
manager of direct mail advertising 
of Hecht Co. and Lansburgh & 
Bros., Washington, D. C. 


€| Brown & Bigelow's Sales Up 


Brown & Bigelow, St. Paul spe- 
cialty advertising company, re- 
ported that for the first seven 
months of 1950, it had sales of 
$25,482,178, 4.7% higher than the 
$24,299,995 chalked up in the simi- 
lar period of 1949. July sales were 
$2,430,201—up 29% over a year 
ago. 


65,652 TV Sets in Bay Area 


A San Francisco Television Sta- 
tions Committee survey shows that 
the Bay Area had 65,652 television 
sets in operation as of July 1. 


57 


T. M. Griffith Heads Agency 


T. M. Griffith has been elected 
president and treasurer of Grif- 
fith-McCarthy Inc., St. Petersburg, 
Fla., which was formed when Grif- 
fith Advertising Agency and R. E. 
McCarthy, Tampa, merged. R. E. 
McCarthy will be the new agency’s 
vice-president, and head of the 
Tampa office. Other vice-presi- 
dents are Carl J. McCracken, Rob- 
ert F. Bullard and Donald P. Grif- 
fith. Joseph A. Griffith is secre- 
tary. 


Has 42,107 TV Receivers 


Greater Kansas City television 
receiver distributors report sales 
of 42,107 television receivers in the 
Kansas City area as of Aug. 1. This 
represents an increase of 4,507 re- 
ceivers since July 1. 


Chicago 5.1Mlinois 


431 S. Dearborn St., 


“HOSPITAL MANAGEMENT EFFECTIVELY 
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GENERAL HOSPITAL: 


A $1,977,714 establishment 
with 119 beds and 31 bassinets 


Here’s Ideal Penetration and Coverage 
Of the Buying Influences In Hospitals 


Effective selling in America’s BIG hospital field 
hinges on reaching department executives — 
the buying influences which have a powerful 
voice in the selection of products and services 
—the key specialists who initiate the many 
hundreds of specialized hospital purchases dis- 
tinguishing this important field. 

Hospital Management provides unique pene- 
tration and coverage of this vital buying group 
by providing an editorial department for every 
major hospital department — providing admin- 
istrators a timely, over-all picture and depart- 
ment heads detailed information on procedures 
and products of direct interest to their depart- 
ments. At East Orange General Hospital, for 
example, as Director Hayhow tells in his letter 


Largest net paid ABC 
hospital circulation. 


Send for new surveys covering 
architects, food and equipment. 


to advantage.” 


above, department heads “check and refer” to 
the administration special items in Hospital 
Management “which can be directly applied 


That fact that over 88.5% of hospital adminis- 
trators regularly route Hospital Management 


to their department heads attests further to its 


in the field. 


widespread influence among hospital execu- 
tives with buying influence — offers further 
evidence Hospital Management is a must buy 


Hsplal 
ala jemnomt 


200 E. Illinois St., Chicago 11, IIL 
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Where does your advertising 
_ produce the most sales? 


Your advertising produces the most sales when it’s placed 
where it will be read by families who have a desire for progress 
and greatly increased buying power. 


This simple rule guides alert business executives in their 
selection of markets and media. That’s why The Progressive 
Farmer’s January-July gain in advertising linage exceeds the 
total gain of all other monthly farm magazines combined. 


This big 1950 gain is a continuation of a 10-year trend. 
Since 1940, the South’s annual cash farm income and the 
yearly volume of advertising in The Progressive Farmer have 


“The South's industrial and ag- 
ricultural progress, during the 
last decade, has been amazing 
—a dramatic forecast of an 
even brighter future. The 
Reynolds Metals Company’s 
growth has been closely associ- 
ated with the advance of the 
South. Our first basic reduction 
____ of aluminum was accomplished 
_ in Alabama in 1941. The South 
today is a big market for alumi- 
° num in many farm, residential 
and industrial applications.” 


R. S. REYNOLDS, Jr. 


President 
Reynolds Metals Company 


2 ee 
x 
* 


wore THAN 1,100,000 || 
SOUTHERN | 


both MORE THAN TRIPLED! 


“The buying power of South- 
ern farm families has constantly 
risen to new highs during the 
post-war period. We are in a 
position to measure this great 
progress, because the rural 
South has been an important 
market for our products for 
three generations. Consistent 
advertising in The Progressive 
Farmer has helped us to get 
our share of sales gains in this 
rapidly expanding Southern 
rural market.”’ 


CARL E. HUENEFELD 


Vice President 
The Huenefeld Company 


“Our great faith in the agri- 
cultural future of the South is 
evidenced by the fact that our 
Company has recently estab- 
lished branch organizations in 
Memphis and Atlanta. In our 
opinion, the agricultural revo- 
lution of the South is now well 
under way, with new op- 
portunities and new market 
horizons revealing excellent 
potentialities for continued 
growth and expansion.” 


b : H. H. BLOOM 


Executive Vice President 
The Massey-Harris Company 
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